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EXECUTIVE SUMMARY

The development of angling tourism in New Zealand was critically
assisted by support from an Airline and was subsequently industry
driven. This demonstrates that a world class fishery and spectacular
scenery are not sufficient to guarantee the success of Tasmania as an
international flyfishing destination; initiative, imagination and the
courage to invest substantially are also essential.

It is imperative that the Inland Fisheries Service is well funded in order
to benefit the state through the development of management plans
for different waters. This will allow the resource to remain sustainable
and allow for the development of waters managed for quality fishing.

Although some development has occurred, infrastructure problems
must be addressed for the Tasmanian fishery to reach its tourism
potential. Including the introduction of state regulations to license
fishing guides, state government support to ensure the
accommodation needs of visiting anglers are met and the lack of
information for anglers be addressed by the Inland Fisheries Service in
cooperation with Tourism Tasmania.

Tasmania’s trout angling resource has far remained relatively under-
exploited where as New Zealand has established a thriving industry
predicated on stream flyfishing.

An outline of the development of the Tasmania fishery compared to New
Zealand has demonstrated that the marketing of the Tasmania fishery
has always lacked cohesion. With limited funds the marketing of the
Tasmanian fishery has been concentrated in New South Wales and
Victoria. Although progress has been made in marketing to the high
yield and fly fisher market in the USA, the feasibility of marketing in the
United Kingdom should be continued at, as this is market that has
historically demonstrated an enthusiasm to visit the Tasmanian Fishery.
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1.1 Project Rationale

This project has investigated the trout fisheries in New Zealand and
Tasmania with a view to establishing improved domestic and overseas
visitors to the Tasmania fishery. New Zealand had been chosen as an
ideal comparator in that it is approximately the same distance from
the main demand groups; it shares with Tasmania a reputation as a
premier trout fishery but unlike Tasmania, New Zealand trout fishing
has been a notable success story in their recent excellence in tourism.
Together they compose a substantial market for off-season trout
fishing holidays for the Northern Hemisphere and Tasmania stands to
gain from New Zealand’s product and market development. This
projected has therefore aimed to identify why Tasmania needs to do
in order to compete in this market.

The Tasmanian trout fishery is a world class resource. It is widely
considered one of the best wild brown trout fisheries in the world; it
has established itself as unique among trout fisheries with a long
season, unique ‘sight fishing’ opportunities for trout on lake margins,
and specialised local flyfishing techniques (polaroiding). It has an
abundance of lakes, rivers and streams with sustainable trout stocks,
a long successful cultural history of trout fishery management and
voluntary associations, a dedicated fisheries infrastructure and an
established network of businesses directly associated with it. Tasmania
has hosted the World Flyfishing Championship during which British
and American commentators identified it as one of the hottest
flyfishing destinations. However, despite having become a pilgrimage
trout fishery the numbers of overseas trout fishing visitors remains
disappointing and its potential remains unrealised.

By comparison New Zealand has established a thriving industry
cleverly linked to its complex and efficient infrastructure of outdoor
recreation and tourism. The New Zealand fishery is not identical to
Tasmania: it boasts outstanding rivers for sight flyfishing; its rivers
support trophy trout in good numbers; it has runs of salmon and it
has established trolling grounds on Lake Taupo. Their river fishing is
especially attractive to United States of America tourists for whom
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flyfishing taste is predicated on stream flyfishing. Tasmania does not
possess such rivers; its wealth lies in its fertile and extensive lake
fishing opportunities. 

The crude market demand for Tasmanian fishing is established with
increasing interest coming from both interstate and international
tourists. However, missing is the marketing and infrastructural
capability to marry up demand with resource. Therefore, this project
through a comparison of the Tasmanian and New Zealand fisheries
seeks to identify how New Zealand managed to produce such a
tourism fishery and to identify what Tasmania needs to do in order to
compete in this market.

This project will deliver clear supportable policy suggestions for ways
to increase overseas trout tourism to Tasmania based upon a realistic
comparative data with the New Zealand case. In particular it seeks to
identify through the analysis of the history and development of the
New Zealand and Tasmanian trout fisheries:

• The role of Federal and state government in establishing such an
industry and the role of local councils; in particular how such a
project may be coordinated. 

• The most efficient way of organising current resources and
organisations so as to achieve an out turn comparable with the
New Zealand industry.

• The means by which a sufficient number of operators may be
established and supported through the development phase.

• The infrastructural needs of an expanded international trout
fishery.

• The regulation, fee structure, management of the industry and its
clientele.

• The marketing strategy required and the key demand groups.
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1.2 Report Methodology

The report methodology included a desktop study of available tourism
data, literatures, industrial structures, marketing and product
development for each of the two markets. 

Interviews with stakeholders in Tasmania and New Zealand were also
conducted including existing businesses; the guides; the regional
recreational fishing associations; fisheries management bodies;
ancillary industries and businesses and landowners.
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2.1 Introduction of Trout (1860)

Brown trout and Atlantic salmon were introduced to Tasmania in
1864, after a number of failed attempts. Of the 100 000 Atlantic
salmon ova and 3000 Brown trout ova transported, it is estimated
that about 4,500 living healthy ova were safely deposited at Plenty in
the Derwent Valley. Of these only 38 were Brown trout. 

The level of enthusiasm for this project within the Tasmanian
community is demonstrated by Mercury reports of large crowds
gathering to welcome the ship that transported the ova to Hobart.
Furthermore, efforts made by 40-50 local volunteers to transport the
ova on foot from New Norfolk, up the Derwent valley to the Salmon
Ponds demonstrates the direct role of the Tasmanian community in
establishing the fishery.

Although the attempt to introduce Atlantic salmon was a failure, by
1872 the distribution of Brown trout ova and fry from the Salmon
Ponds was well advanced. The Salmon Commission that oversaw the
distribution of trout ova was assisted in its work by volunteers from all
parts of Tasmania. Ova was sent to New South Wales, Victoria and
New Zealand and transported around Tasmania by coach, horse and
cart and in remote and inaccessible areas, carried in back-packs.
Tasmania trout literatures commonly remind their readers of the
“triumph over adversity” of establishing trout in Tasmania and it is
common for local anglers to be able to trace their family histories back
to the men that initially introduced trout to their region (Joseland
1921; Wigram 1951). This long and proud history of the
establishment of trout in Tasmania is a significant reason as to why
the Tasmanian angling community is protective of the resource and
feel apprehensive of any change, especially if that change looks to
further exploit the Tasmanian fishery.

2.2 Recognition of the Fisheries Tourist Potential 
(1880 –1920)

The Tasmanian waters proved most suitable to the introduction of
trout and literature on the high quality of angling in Tasmania was

4

2. DEVELOPMENT OUTLINE – TASMANIA



common from the 1860’s. Until around the turn of the century the
theme of advertising Tasmania as “a little England” was popular,
including the success of growing English fruit and vegetables and the
acclimatisation of English fish in Tasmania’s lakes and rivers. An
advocate of Tasmania during this period was the famous novelist
Anthony Trollope who stated that “I have seen trout six or seven
pounds in weight and I have eaten I think better trout in Tasmania
that I ever did in England” (Trollope, quoted in Morris 1974: 5).

As the lake country became more accessible to tourists and anglers
Tasmania’s fishing grounds became widely acclaimed throughout
England. However, Tasmanian guidebooks were criticised during this
period for inaccuracies, with one visitor from England complaining
that “Tasmania has suffered because wherever a public house is to be
found and a probable few trout caught, the guidebooks have dubbed
the locality good fishing and as a result many have gone away
disappointed”(Crooke, quoted in Morris 1974: 16). 

Although the growing popularity of the Great Lake and the need for
accommodation in the area was recognised by the Tasmanian Tourist
Association, an independent organisation set up the promote
Tasmania. The Tasmanian Government during this period was
reluctant to fund the promotion of Tasmania to visitors, instead,
preferring to spend money on infrastructure in Hobart and
Launceston for the leisure of local inhabitants. This was despite the
fact the both New South Wales and New Zealand were widely
promoting their perspective attractions to visitors in the British Isles.
For example in 1904 whilst the number of visitors who came to
Tasmania reached 20 000, the Tasmania government was only
prepared to spend £200 per year; in comparison to the New Zealand
government who was spending over £20 000 a year in developing the
tourist traffic in that country (Morris 1974: 50).

2.3 The Shannon Rise Period (1921 – 1960)

The phenomenon known as the Shannon Rise occurred in the
Shannon River at its outlet from Great Lake. The continuous flow rate
of cool water from the Miena Dam completed in 1922, created
favourable conditions for the larvae of the snow flake caddis. When
the larvae hatched about December of each year, large numbers of
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trout congregated to feed upon them. The ‘rise’ became extremely
popular with local anglers and its occurrence became well known
world wide through word of mouth. Anglers were warned to book
well in advance if they were to obtain accommodation during
December at Great Lake. Government Accommodation houses during
this period were situated at both ends of Great Lake at Miena and
Breona; as well as Interlaken, Lake Leake and there was a private hotel
at Lake St Clair. 

Although the potential to increase tourist numbers was recognised
during this period. For example, a keen Tasmanian angler stated in an
article to the Mercury “splendid opportunities offer for trout
fisherman in Tasmania and it is only through lack of necessary
publicity that the state has yet to become a Mecca for world anglers”
(quoted in Taylor 1995: 1). This publicity was never achieved. The
English market during this period was identified as having potential
because trout waters in England were leased at exclusive prices and
the sport was confined to the comparative few. It was also noted
during this period that practically any method of angling might be
employed successfully in Tasmanian waters including ‘trolling’ from
boats, spinning and wet and dry fly.

Seeking out local knowledge was regarded as being important to any
visiting anglers and guidebooks during the period advised anglers to
seek out information from the two regional fishing associations. The
number of business catering to anglers at this time was also not
lacking with the Anglers Guide to Tasmania (Wigram 1946)
containing advertisements for car hire, fishing equipment, airlines
packages and accommodation. Furthermore, a road map produced
during this period by the Royal Autocar Club of Tasmania (RACT)
included reference to good fishing throughout Tasmania.

Although the Shannon Rise became world famous, no organised plan
or scheme was put in place to attract visitors to the state. The
Tasmanian Government Bureau throughout this period published
some postcards, posters and supported angling guides to Tasmania
and after lobbying from the Northern Angling Association the
government in the early 1930s built Rainbow Chalet. Also in 1933
when the captain of the English cricket team Douglas Jardine fished
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in Tasmania the Government Tourist Bureau as a promotion for the
fisheries issued a special illustrated postcard to publicise the event.

However, tourists came to Tasmania because of the reputation the
Shannon Rise had gained and not through any orchestrated
campaigns to attract tourists here. In 1957 the H.E.C. proposed the
Great Lake Scheme involving the diversion of the Great Lake waters
to the north of the state, warning that this would probably involve the
disappearance of the Shannon Rise. This occurred in the late 1960’s
and although in 1966 the Northern Tasmanian Fisheries Association
completed a feasibility study of maintaining the Shannon Rise, the
cost of maintaining the flow of water was determined as being
prohibitive. 

Although the Shannon Rise remains well known in Tasmania, the
feasibility study conducted by the Northern Tasmanian Fisheries
Association in 1966, estimated the number of overseas anglers who
came for the rise each year was between six and twelve. This estimate
has been confirmed by trout guide Noel Jetson and angling historian
Brian Cadle. Furthermore, this figure appears accurate when
considering the only visitor accommodation available at Great Lake
was government accommodation houses and demonstrates that only
a small number of international visitors were fishing in Tasmania
during this period.

2.4 No Plan (1961 – 1984)

Tasmania did very little to promote its fishery after the loss of the
Shannon Rise and it wasn’t until the 1970’s when Lake Pedder gained
international media attention for the size of its fish, that the numbers
of international visitors increased. In 1977 the ABC were assisted by
the I.F.C. to make a four-part television series on Lake Pedder. This was
the first indication in any IFC reports of the tourist potential of the
Tasmanian fishery. The Tasmanian Government during this period was
encouraged to increase its marketing efforts of the Tasmanian
Fisheries as a whole, however, the Government preferred to
concentrate its efforts upon the marketing of Lake Pedder. 

The attraction of Lake Pedder was trophy fish. A number of sources
have reported that it was common to catch a bag of trout over 10lbs.
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During this period however, little advertising was being done and only
a small number of guides were in operation. Similar to the Shannon
rise it was predominantly word of mouth from keen anglers that
attracted visitors to fish here.

2.5 Establishment of the TPTFGA (1979 – 1980)

In the season of 1979-80 the Tasmanian Professional Trout Fishing
Guides Association (TPTFGA) was established with two main
objectives:

1. To protect the client with a quality of service assurance and to
further ensure all operators had the necessary licensing and
insurance requirements.

2. To put Tasmania, it’s fishery and guided fishing on the national
and international stage (TPTGA Submission 1996: 1).

With these objectives the TPTFGA with the support of the Tasmanian
Department Tourism initiated a visiting journalist program and for the
first time in the history of the Tasmanian fishery embarked on
promotional trips to the U.S.A., Japan, the United Kingdom and
interstate. 

The marketing efforts in the 1980s were the first orchestrated
attempts at promoting the Tasmania fishery, however, these
campaigns suffered because consistently there was no follow up to
the initial visits. For example, the first major attempt to break into the
American market was made in 1980. This involved a delegation from
Tasmania, comprising two representatives of the Department of
Tourism and two guides, spending five weeks in the USA promoting
Tasmania’s trout angling resource at sporting expositions in San
Francisco, California, Reno, Nevada and Seattle.

The visit failed to have a lasting effect for two basic reasons:

1. Emphasis in the Department of Tourism at that time was on more
effectively developing the markets in other Australian states.
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2. Services required by overseas anglers had not been developed
sufficiently to cater for an influx of visitors.

Therefore funds were never allocated by the Department of Tourism
to follow up the initial effect of the 1980 delegation’s visit, either by
sending subsequent delegations or by submitting articles and
advertisements for publication in angling periodicals in North
America. The TPTFGA and individual guides were therefore
responsible for the marketing of Tasmania’s fishery internationally
throughout this period with all costs carried by individual operators. 

2.6 The World Championship Period (1985 – 1988)

In 1986 the Inland Fisheries Commission included as a new item of
expenditure a promotional budget. This budget is justified by the
following claim: “A promotional budget is regarded as necessary to
entice mainland and overseas anglers to Tasmania as well as to
encourage local anglers to participate and to keep the public
informed on activities”(IFC Annual Report 1986: 27). This was the first
time in the history of the inland fisheries management that the
managing body took a direct role in the promotion of the fishery. Any
promotional activity had previously been undertaken by the
Tasmanian government’s tourist department (in its various guises), by
the Guides association and private individuals or companies. 

Furthermore, as the result of efforts by the Commissioner of the
Inland Fisheries at the World Flyfishing Championships in 1987,
Tasmania was successful in its bid to host the 1988 World Flyfishing
Championships. After a lack on initial interest, the Championships in
Tasmania received support from the Tasmania government. The Inland
Fisheries Commission and Tourism Tasmania played a leading role in
securing, organising and running the event. However, the TPTFGA
and the Tasmanian Angling associations were also heavily involved in
running the Championships as many volunteers were needed for the
event to run successfully. The I.F.C doubled their promotional
expenditure from the previous year from $10 384 to $20 775 and
added to this nearly $1 million dollars was invested in the
redevelopment and renovation of accommodation in the Highlands in
the lead up months to the Championships (predominantly at Bronte
Park Highland Village). 
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Reports from participants about the Championships were on the
whole very positive, international visitors praised the I.F.C for its
organisational expertise with a member of the English team stating “If
this resource was in England you would pay an arm and two legs to
fish it. This is heaven on earth in terms of fishing – it really is” (IFC
Newsletter, March 1989: 15) The Tasmania landscape and fauna was
also extremely popular with many international visitors.

2.6.1 The English at the World Championships

The potential of English techniques such as loch-style boat drifting was
recognised as being compatible to Tasmanian conditions during the
World Championships especially on waters such as Bronte Lagoon and
Little Pine. In England anglers can pay the same for one day fishing as
Tasmania’s may do for a season, therefore, there is more pressure on
English anglers to catch a limit and less opportunity to pick and choose
the best place to catch a fish. As a result the English team enjoyed
fishing the rougher exposed shores of Tasmanian lakes and did well in
conditions that would normally be ignored by local anglers. 

2.6.2 Perceived Benefits of the World Championships

The World Flyfishing Championships were successful for a number of
reasons and placed Tasmania on a good footing to significantly
increase the number of visitors from both interstate and overseas to
flyfish here. These reasons include:

1. The initial stages of the redevelopment and renovation of facilities
in the Central Highlands.

2. The perceived success of the Championships from international
visitors.

3. The increased support from the Tasmanian government.

4. Increased cooperation between IFC and Tourism Tasmania.

5. Support from local anglers who worked as volunteers at the
Championships.
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6. A strengthened Guide Association resolved to develop an
international market.

2.6.3 Failure to capitalise on the Success of the World
Championships

A number of reasons as to why this was no fully capitalised on
include: 

1. A reorganisation of government 

2. The falling value of the Australian dollar required a new approach
to be adopted

Therefore after 1988, the TPTFGA was again solely responsible for the
promotion of Tasmania’s fishery. It is commonly recognised by
stakeholders within the industry that the IFC’s role should be solely as
fisheries managers. However, the diminished role of the IFC after
1988 was of little benefit to the development of Tasmania’s fishery as
a tourism product. It was as a result of the World Championships that
were secured and partly organised by the IFC that the infrastructure
of the Tasmanian fishery was improved and the benefits of increased
tourism to the Tasmanian fishery were realised by the Tasmanian
government and local angler associations. It was therefore
unfortunate that at this time the IFC could not continue to develop
the Tasmania fishery.

2.7 Tourism Tasmanian – Recent Marketing Efforts

Until 1994 the Department of Tourism had taken an ad hoc approach
in marketing the Tasmanian fishery as a tourism product. From the
1980’s onwards the Department of Tourism has had as its focus the
American market. In 1980 the first of a number of trips to the USA
was undertaken in conjunction with the TPTFGA and promotional
trips and visiting journalist programs continued through out the
1980s and early 1990s. 

In 1994 Tourism Tasmania put in place a three-year marketing
campaign for the American market in cooperation with the TPTFGA.
This campaign involved:
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1. Participation in selected sport fishing trade and consumer shows.

2. Development and implementation of media publicity campaigns.

3. Development and implementation of a strategic consumer
advertising campaign.

4. Distribution of flyfishing video to selected flyfishing clubs, tackles
shops, industry manufactures, wholesalers, travel agents and
media shops.

5. Production of a Tasmania flyfishing fact sheet.

6. Organisation of familiarisation tours for qualified journalist and trade.

7. Development for a “Fly Fishing Tasmania” poster for consumer
and trade distribution.

8. Production of a new brochure.

9. Arrangement for a high profile US fly fishing personality to adopt
Tasmania.

10. Design and production of a special non-resident angling licence
(Tasmania – Flyfishing – Marketing plan for the USA, Tourism
Tasmania, April, 1995).

The success of this strategic marketing campaign is difficult to
evaluate as the campaign was not continued after its second year and
it is widely recognised that market penetration is a long-term process.
It was thought that after 3 years of marketing on the West Coast of
the USA, in year 4 the campaign would switch to the East Coast of
the USA and then go to Europe and Japan. 

As part of the strategic campaign a valuable link into the American
market was achieved through the employment of Jack Dennis by
Tourism Tasmania. Jack Dennis was previously involved in the
development of the New Zealand fishery as a tourism product and he
was contracted to Tasmania for 3 years, which was essentially a
retainer. Through his American links and work by Tourism Tasmania,
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wholesalers, including Mike McClellan from The Best of New Zealand
Trout Fishing and Judy Greene from Frontiers were recruited. These
wholesalers were very positive as to the potential of the Tasmania
fishery as a tourism product, however these specialist flyfishing travel
wholesalers require up-market accommodation for their clients. In
Tasmania this type of accommodation is limited to London Lakes and
Ken Orr’s Tasmanian Trout Fishing Expeditions.

The strategic marketing campaign was discontinued after Tourism
Tasmania was restructured. Similar to the campaign in the 1980s this
strategy changed because of an emphasis at Tourism Tasmania on
tourism promotion in other Australian states. 

From an analysis of the I.F.C. international license sales, the campaign
appears to have had little effect in increasing the proportion of
American visitors. Throughout the 1990s the number of international
visitors buying a fishing licence in Tasmania has doubled, however, as
a percentage of the total number of international visitors, American
visitors have remained constant, constituting 40% of the total number
of visitors (see Table 1). In comparison visitors from the United
Kingdom have also remained at around 10% of the total number of
visitors, and Japan 12%. Yet these markets have seen little penetration
by Tasmanian promotional campaigns. Therefore, these figures suggest
that concentrated marketing campaigns in the USA have had little
effect and instead the increase in visitor numbers can be explained by
the increasing popularity of angling tourism worldwide. Furthermore,
the recent visits of American Navy vessels must also be acknowledged
as a factor in increasing the number of licenses sold to American
nationals (especially to venues such as the Snowy Range fishery).
However it must be acknowledged that a significant number of US
anglers to london Lakes do not need licences.
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Table 1: Comparison of International Licence Sales

YEAR TOTAL VISITOR NO. US % UK % JAPAN %

89-90 257 48 13 11 

90-91 264 42 12 9 

91-92 242 39 16 15 

92-93 323 40 2 18 

93-94 340 41 14 10 

94-95 383 36 5 11 

95-96 365 39 10 14 

96-97 526 44 11 12 

97-98 427 41 13 11 

98-99 501 41 12 10 
Source: IFS Interstate and Overseas License Sales.

2.8 Current Situation of Angling Tourism

After the strategic campaign was ended in 1996, Tourism Tasmania
continued to market flyfishing in a more limited way. This essentially
means that in partnership with the TPTGA the department has an
advertising program that involves placing advertisements in key
angling magazines and supporting a Tasmanian stand at interstate
fishing shows including the Nissan Fishing Show, the Melbourne,
Sydney and Brisbane fishing shows and the Melbourne, Sydney and
Brisbane travel/consumer shows. Fishing is still recognised by Tourism
Tasmania with bushwalking as a key niche product and is included in
all general tourism marketing brochures and print and visual media. 

Tourism Tasmania has also recently looked at media programs for the
Europe and the UK market, however any future campaigns have been
deferred until some of the resource problems with the Tasmanian
fishery have been solved.

In regards to the domestic market a marketing program continues with
the Australian Fishing Network, which publishes Freshwater Fishing, and
with Flylife. The later magazine is seen as a good vehicle for marketing
the Tasmanian fishery as it gets a wide domestic and international
distribution and each issue always covers fishing in Tasmania.
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2.9 Tasmanian Development Overview

Tasmanian angling folklore speaks of boom times in regards to the
Shannon Rise and Lake Pedder, yet there is little evidence to suggest
that during these periods Tasmania capitalised on these market
advantages, instead both phenomena were predominantly promoted
through word of mouth. The World Flyfishing Championships in 1988
are yet another example of Tasmania’s failure to capitalise on an event
that was a significant promotion for the Tasmanian fishery. Given the
budget things were done very well.

An analysis of the development of the Tasmanian fishery as a tourism
product has demonstrated that the marketing of the Tasmanian
fishery has always been inconsistent. It is evident that previous
strategies were never followed through until completion. The absence
of cohesion suggests a lack of confidence in the Tasmania fishery as a
tourism product by previous Tasmanian tourism departments. The
development of the Tasmanian fishery as a tourism product has
predominantly been built by members of the TPFGA and the TPFGA
and its members continue to play the primary role in promoting and
developing the fishery as a tourism product. 

The development of trout fishing in Tasmania was critically influenced by
Tasmanian guides, who are responsible for the emergence of a culture
of guided fishing in Australia. The more developed nature of the New
Zealand industry has been able to take advantage of this cultural
development in Tasmania and has poached many of our own guides.
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3.1 Introduction of Trout (1865 – 1900)

The early development of the New Zealand trout fisheries took place
between 1865 and 1875, partly as a result of efforts of individuals but
mainly through the activities of Acclimatisation societies formed by
groups of settlers. This action was taken after the recent successful
establishment of Brown trout in Tasmania. Small consignments of ova
were originally imported to the Canterbury and Otago districts. The
major lakes of the central portion of the North Island – Taupo, the
Rotorua series and Waikare-Moana were not stocked with fish until
1896 to 1900. Therefore, angling was to become available
throughout New Zealand by the turn of the century. 

Initially some organisations involved in the acclimatisation of trout
received recognition and sometimes financial assistance from
provincial governments. However, in 1876 the change to a central
New Zealand government led to the societies receiving statutory
recognition as local wildlife bodies. The Fisheries Act of 1908 states
that these societies are open to all holders of fishing and shooting
licenses who elect councils to direct fisheries management activities
(Tourist and Publicity Department – Wellington 1986: 3). 

There has always been a strong belief that the New Zealand fishery was
a public fishery. The Fisheries Act was written by early settlers who set
out to avoid the class structure of outdoor sport in England whereby the
landed gentry or the wealthy urban class were the only groups able to
go trout fishing. The strong belief in the public ownership of the fishery
is still widely held and is demonstrated by the fact that no private
fisheries have been allowed to develop in New Zealand.

3.2 Development of the New Zealand Fishery as a Tourism 
Product (1901 – 1930)

Tourism in New Zealand grew as new transport technologies provided
access to New Zealand attractions. The railway to Wanganui and
steamships on its rivers formed the basis of the Grand Tourist trail to
Lake Taupo and Rotorua from the early 1890’s. Angling tourists to
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New Zealand during this period were advised to contact the
secretaries of the acclimatisation societies for up to date information
about fishing in their districts, who could be found in all principal
towns. Furthermore, the tourist potential of the Rotorua and Taupo
fisheries was realised by the New Zealand government in the early
1900’s. In 1906 the Department of Internal Affairs and Tourist and
Health Resorts took over the management of these fisheries. In this
role the department liberated trout fry in the streams of the Rotorua
district and established a depot for cleaning and smoking trout.
However, the department had little expertise in the management of
fisheries and as a result in 1913 management was vested in the
Conservator of Wildlife of the Department of Internal Affairs
(McDowall 1994: 381).

The quality of trout in the region had begun to decline from around
1912 and as a result controlled nettings were taken from 1912 to
1920, while almost half a million shrimp were introduced into Taupo
in an attempt to augment the trout’s food supply (Trout History –
Destination Lake Taupo 2000: 1). After an initial success by the end of
the 1920s the condition of the trout had again begun to decline. This
time smelt were released into Lake Taupo. The smelt became
established and remain an important food resource for the trout.
These efforts are exemplary of the pro-active fisheries management
techniques taken in New Zealand throughout the 1920s and 1930s.

Furthermore, in the 1920’s the New Zealand Government
commissioned the famous American writer-sportsmen Zane Grey to
sample New Zealand’s fishing and to publicise it. This exercise shows the
New Zealand government’s foresight in developing their trout fishery as
a tourist product. Zane Grey’s love affair with the New Zealand trout
fishery both the fishing and the scenery, was an important boost in
promoting American tourists to New Zealand. Zane Grey remains an
important part of New Zealand fishing folklore and his children, Romer
and Loren have continued to promote the New Zealand fishery in a
series of books and an number of magazine articles.

3.3 Lake Taupo (1931-1970)

By the 1930s the Lake Taupo region, marketed in guidebooks as the
“fisherman’s paradise”, was a world-renowned fishing spot. For
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example the Tongarriro river was described in articles written on the
region as “the famous Tongarriro River that we had heard of all our
lives” and similarly “the most famous trout river in the world”
(Parsons & Hammond 1999). Comments such as these demonstrate
that the reputation of the New Zealand fishery was established by the
1930s. There can be little doubt that the use of terms such as “the
Anglers Eldorado” and “a fisherman’s paradise” can be attributed to
the availability of supreme-quality Rainbow trout fishing in the lakes
of the central north island during this period.

This is exemplified by figures from the late 1940s that show a 50%
increase in the sale of licenses in the Taupo area between 1938-1948
compared with the previous 10 year period (NZ Marine Dept Fisheries
Bulletin no.9). This figure was explained by the increasing exploitation
of the area by visiting anglers. For example Derisley Hobbs in 1949
described Taupo in a guidebook to New Zealand as a place “fished
principally by visitors.” By the end of the 1940’s it is also evident that
there was a number of accommodation options available ranging
from 22/- to £3 a day, with 9 lodges in operation in the Taupo district
alone. (Galbraith 1958: 172).

During this period the New Zealand government demonstrated little
concern over the exploitation of the Taupo fishery by visiting anglers.
With acclimatisation reports suggesting there was still a considerable
amount of water per angler and a considerable amount of lightly
exploited water. At this time rowing boats or boats with outboard
motors could be hired at Taupo for trolling and any method of fishing
was catered for in the region.

It is therefore evident that the New Zealand fishery was well
established as a destination for international anglers by the 1940s.
However, the success of the New Zealand tourism industry did have
its detractors. A debate in New Zealand parliament in 1958
questioned the judgement of promoting the tourist industry. One
opponent stated “Hydroelectric power, west coast iron sands,
geothermal resources, forest resources – surely we should concentrate
on those things, putting our material and manpower to their
development at this stage in preference to making a concentrated
drive to improve the tourist trade” (Watkins 1987: 129). Further
evidence suggests that still in the 1960s New Zealand fisheries
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potential for tourism development had not been fully realised. For
example in a guide written about the New Zealand fishery in 1967 the
author states “Our tourist industry is very important and could be
developed much more than it is today. The tourist publicity
department is making a genuine effort in this direction” (Ferris 1967:
7). However, contrary to this statement, no concerted effort to
develop the New Zealand fisheries was made until the mid-1970s.

3.4 Angling Boom (1971 –1995)

The success of the Taupo and Rotorua fisheries in developing a tourist
market closely followed the development of other tourist
infrastructure in the region. The picturesque landscape, the
geothermal springs at Rotorua and the development of indigenous
culture centres were all major tourist attractions. Therefore, the
establishment of infrastructure in the area including roads, tourist
information, accommodation and restaurants was the result of
numerous attractions in the region. 

The introduction of QANTAS into New Zealand was also to have an
important effect on marketing New Zealand to international tourists.
Competition offered by the airline led to international airfares tumbling,
for example in 1972, QANTAS was offering return fares to London for
$714.70, which was less than half that normally charged. Fare cutting
initiatives across the Tasman were also to follow such as the group
return fare of $138 when the standard fare was $376. As well as
lowering the cost of flights to New Zealand the increased competition
led Air New Zealand to work upon increasing its client base. The airline
recognised the tourist potential of the New Zealand fisheries and
supported the production of a high quality angling guide to New
Zealand and the publication of articles in key fishing magazines.

In 1981 Jack Dennis, a well-known U.S.A. angling personality was
employed by the New Zealand government to promote its fishery.
Dennis had previously worked for Frontiers, the dominant booking
agency for flyfishing in the USA and had established his own chain of
fly shops throughout that country. In this role Dennis put together a
flyshop familiarisation tour for New Zealand operators including 16
flyshops in the USA in a 3 year period, did American television
promotions and organised the production of a promotional video –
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Flyfishing Guide to New Zealand. Dennis claims that the development
of the New Zealand fishery as a tourist product at this time involved
no concerted effort by government and all moves to increase
international tourist numbers were industry driven. This claim is
supported by Meredith McNab, the current Marketing Manger for
angling within the New Zealand Tourism Board. She claims that the
development of the fisheries as a tourism product was initiated by the
fishing lodges. The major role of the New Zealand government was
that through the Fish and Game Councils it played its part in
managing and protecting the resource.

The New Zealand Fish and Game Councils were established under the
Conservation Act in 1987 to manage the sports fish and game
resource in New Zealand on behalf of anglers and hunters. The
Councils replaced the Acclimatisation Societies formed by the early
colonists in the 1860’s. The role of the regional councils is to manage,
enhance and maintain sports fish and game including conservation
initiatives and waterway protection. The Fish and Game councils have
a close relationship with the Department of Conservation (DOC) who
through a special arrangement with the Maori tribe of Taupo
manages the Taupo fishery. An overarching New Zealand Fish and
Game Council represents nationally the interest of anglers and
hunters and coordinates the management of the regional councils.
The Councils are funded entirely from the sale of licenses to anglers
and hunters.

The ad-hoc development the New Zealand fishery is demonstrated by
the lack of cohesion between marketing in the North and the South
Islands. Attempts in the 1980s by the Southern Lakes district of New
Zealand to develop a tourist fishery comparable to the fisheries of the
central North Island were ineffective. The report by the New Zealand
Tourism Board in 1998 claims that from the point of view of fisheries
management a comparison between the fisheries of the central north
island and the southern lakes, which has persisted over many years
and even into the present day, is totally spurious. The Southern Lakes
tend to be characterised as remote, scenic trophy river fisheries, which
are often difficult to get to and for these reasons attract relatively
small numbers of anglers by comparison to those who give attention
to the Rotorua and Taupo districts. However, the failure to develop a
tourist fishery in the Southern Lakes has led to the region gaining a
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reputation as the place to fish in New Zealand by serious anglers. As
one New Zealand operator explained “The holidaying angler fishes at
the tourist centres for example Taupo, where as the serious angler will
fish throughout New Zealand.”

3.5 Current Situation of Angling Tourism

Throughout the 1990s the potential economic benefits of angling
tourism were realised by both New Zealand regional councils and
private operators. The New Zealand International Visitors Survey
estimates that tourists that participated in freshwater fishing spent
(NZ$) 166.9 million in 1998. This is an average of (NZ$) 3732 per
person (excluding airfares), which is 10% more than the average
tourist. The success of angling tourism has resulted in Regional
Tourism Organisations (RTO) throughout New Zealand incorporating
angling as a regional attraction. The Regional Tourism Organisations
(RTO’s) of which there are 26, are the local government funded bodies
responsible for marketing their regions domestically and
internationally. It is estimated that the aggregate budget of all RTO’s
is approximately $14 million. There are three dominant regional
organisations that promote fishing and provide a range of visitor
services: Destination Lake Taupo, Tourism Rotorua and Tourism
Southland. Angling information is also incorporated into the Visitor
Information Network, which includes 140 visitor information centres
through out New Zealand. The role of the information centres is to
provide their customers with objective advice and information on their
districts and to act as a booking service and retail outlet. Angling in
New Zealand is now also incorporated into adventure tourism pursuits
including horse treks, white water rafting, bungy jumping, walking,
skiing, jet boats and helicopter tours. Fishing packages can include
transport by jet boat, helicopter, horseback, on foot or 4WD.

The number of guides has also increased from the early 1980s when
2 fishing guides covered Turangi and the southern shores of Taupo, to
the situation in 1998 of 18 Professional Fishing Guide Members
(PFGA) plus others in the area. In the Taupo area alone there are 36
PFGA members and 24 charter boat operators. As a result of these
developments there are concerns within the industry as to the
sustainability of the New Zealand fisheries which have suffered from
increased pressure from rising visitor numbers. There is wide debate
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within the industry as to what actions should be taken to remedy this
problem. Currently, action is being taken by the New Zealand Tourism
Board, which is supported by the Fish and Game Councils to promote
the shoulder season and winter fishing so as to spread visitor numbers
throughout a year, quota numbers on some lakes are also being
seriously considered. This action however is criticised by some
operators in the industry who think an alternative form of action is to
create new fisheries instead of turning people away.
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The roles that are currently undertaken by stakeholders in relation to
the development of the Tasmanian fishery as a tourism product
include the following: 

4.1 Inland Fisheries Service

• Management of the Tasmanian fishery, including the stocking of
waters.

• Provision of angling licences.

• Provision of fish to fish farms, private fisheries and for stocking of
farm dams. 

• Research in industry development.

• Provision of information and assistance to angling clubs, including
assistance in the mounting of competitions and provision of
educational resources.

• Attends Melbourne, Sydney fishing shows.

• Development of IFS website to contain fishing information

• Development of the Australian Museum of Fishing at Salmon
Ponds.

4.2 Guides

4.2.1 Tasmanian Professional Trout Guides Association 
(TPTGA)

• Sets accreditation standards for guides.

• Works closely with Tourism Tasmania and Tourism Council of
Australia (T.C.A.) to promote the inland fisheries to both interstate
and overseas markets.
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• Lobby state government in regards to fisheries policy.

• Produces Trout Anglers Guide – a travel brochure, in conjunction
with Tourism Tasmania.

• Maintains own Internet site through Fishinternet Australia, with
links to individual operators.

• Hosts a visiting journalist program.

• Attends Melbourne and Sydney fishing shows and for the first
time in 2000 the Brisbane Fishing Show.

• Has representatives at Melbourne, Sydney and Brisbane Travel and
Consumer Shows.

4.2.2 Individual Guides

• Promotional visits to both interstate and overseas markets.

• Produce own brochures.

• Lobby state government in regards to fisheries policy.

• Maintain own websites.

• Accommodation for visitors.

• Supported trade familiarisation tours and Visiting Journalist
Programme.

4.3 Tourism Tasmania

• Flyfishing recognised as a “niche” market for Tasmania.

• Provides expertise to promote the Tasmania fishery to both
interstate and overseas markets.

• Produces Trout Anglers Guide – a travel brochure, in conjunction
with TPFGA.
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• Magazine advertising program including both international and
national fishing magazines.

• Produced a holiday Planner which includes fishing.

• Dedicated Fishing Posters.

• Television advertising.

• Produced the very popular Discover Tasmanian Flyfishing Video.

• Organised and managed Trade Familiarisation and Visiting
journalist Programme.

4.4 Freshwater Anglers Council of Tasmania (F.A.C.T.)

• Previously organised Trout 2000 – 3 event fishing competition.

• Lobby state government in regards to fisheries policy.

4.5 Tasmanian Angling Clubs

• Assist I.F.S. with fisheries management: – including stocking of
various fishery waters.

• Maintains infrastructure at fisheries including car park facilities,
clean up days, boat ramp maintenance.

4.6 Principal Private Fisheries

4.6.1 London Lakes

• 5 000 acre private estate.

• 5 star lodge accommodation.

• In-house guiding service.

• Corporate and Japanese language brochures.

• Independent marketing.
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4.6.2 Launceston Lakes

• 900 acre private estate.

• Caters for both experienced and novice anglers.

• Flyfishing tutorial.

• Independent Marketing.

4.6.3 Snowy Range Trout Fishery

• Put and take fishery.

• Flyfishing tutorial.

• Independent marketing.
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The roles that are currently undertaken by stakeholders in relation to
the development of the New Zealand fishery as a tourism product
include the following: 

5.1 Fish and Game Councils

5.1.1 New Zealand Fish and Game Council

• Represent nationally the interests of anglers and hunters.

• Co-ordinate the management of regional councils.

5.1.2 Regional Fish and Game Councils

• Management of the New Zealand fishery including the stocking
of waters.

• Provision of angling licenses.

• Conservation initiatives and waterway protection.

• Developing national policies.

• Participating in the development of research programs.

5.2 Department of Conservation (DOC)

• Manages the Taupo fishery (in this capacity has all the powers of
a fish and game council).

• Has a non-voting representative on each fish and game council.

• Provide advice to the Minister. 

• Liaise with other conservation organisations.
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• Involved in statutory advocacy and in developing policy,
management plants and research programs.

• Provides an extensive range of visitor facilities including
campsites, back country huts, numerous roads, some airstrips and
jetties, picnic areas and visitor centres.

5.3 Office of Tourism and Sport

• New Zealand government tourism policy agency.

5.4 New Zealand Tourist Board

• Provides expertise to promote the New Zealand fishery to overseas
markets.

• 3 Marketing networks: 

i. Established Operators
Well resourced guides and established fishing lodges who 
market through Frontiers.

ii. Professional Fishing Guides
Operate individually, commonly gain business through word 
of mouth, do not use wholesalers.

iii. Regional Councils
Regional Tourism Organisations of Taupo, Rotorua and 
Southland.

5.5 Guides

5.5.1 New Zealand Professional Fishing Guides Association

• Set accreditation standards for guides.

• Member of New Zealand Tourism Board Marketing Network.

• Liaise with Fish and Game Council and Department of
Conservation.
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5.5.2 New Zealand Fishing Network

• Marketing group of professional fishing guides, charter boat
operators, accommodation providers, and regions of New
Zealand involved in freshwater fishing.

• Member of New Zealand Tourism Board Marketing Network.

5.5.3 Individual guides

• Produce own brochures.

• Maintain own websites.

• Many guides provide accommodation for visitors.

• Membership of New Zealand Tourism Board Marketing Network
available.

5.6 Regional Tourism Organisations (RTO)

• Funded by both the Public and Private sector.

• Market and promote the facilities and attractions of their specific
region.

5.6.1 Destination Lake Taupo

• Marketing division of the Taupo district council – promotes
angling tourism both domestically and overseas.

• Facilitates economic and business development by promoting the
region for investment.

• Operates two Visitor Centres, which are part of the Visitor
Information Network.
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5.6.2 Tourism Rotorua

• Marketing division of the Taupo district council – promotes
angling both domestically and overseas.

• Facilitates economic and business development by promoting the
region for investment.

• Operates a Visitor Centres which are part of the Visitor
Information Network.

5.6.3 Tourism Southland

• The provision of promotional materials including brochures, maps,
and videos on Southland’s visitor destinations including angling. 

• The development of new tourism product.

• Grants and loans to assist with approved promotional initiatives
available to angling businesses.

• Operates a Visitor Centres which are part of the Visitor
Information Network.

5.7 New Zealand Lodge Owners Assoc.

• International marketing that individual lodges could not afford to
do including large brochure runs, magazine advertising.

• Sets own membership standards.

• Three specialist fishing lodges – Brunner, Tongariro and Taupo
have cooperated to do their own marketing.
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6.1 A Developmental Comparison

6.1.1 Similarities

• Angling generally available throughout New Zealand and
Tasmania by the turn of the century.

• Both have a long and successful cultural history of trout fisheries
management. 

• Fish and Game Councils and I.F.C. both have no role in marketing
the fishery for tourism.

• Government tourist departments in both regions market fishery in
cooperation with fisheries management.

• Both remain a clean and green environment.

• Sustainability issues within both fisheries.

• Future of fisheries a contested issue.

• Local angler associations have high conservation values.

6.1.2 Differences 

• New Zealand fishery in the early part of the twentieth century
received more support from government in developing as a
tourism product. 

• New Zealand has a long history of accommodating a visiting
fishing culture.

• New Zealand fishery has an historical reputation for trophy fish,
which has been maintained by word of mouth.
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• Taupo and Rotorua are accepted as places where you should
expect to see visitors. 

• Visitors in all income brackets has been accommodated for since
the 1940’s –Huka Lodge catering for the highest end of market by
late 1950’s. Tasmanian in contrast lacks accommodation options.

• Access to wilderness not as restricted in New Zealand. For
example New Zealand guides were running floatplane access to
wilderness areas in the 1940s.

• Indigenous culture an added attraction for visitors to New
Zealand.

• Tasmanian anglers are a lobby group and have direct input into
Tasmania’s Advisory council and they have representatives on
reference groups for the management planning process; New
Zealand anglers have a direct role in the management of their
fisheries.

• Place names in New Zealand may in some cases add to the exotic
reputation – Tongarriro, Taupo, compared to Arthur’s Lake, Great
Lake, Lake Sorell.

• Roads are better maintained in NZ and better signposted.

• By-laws in place to protect trout habitat. There is now a Fisheries
Habitat Conservation fund established in 2000 with funds from
various sources.

• New Zealand not as reliant on hydro-electric waters for fishing.

• New Zealand has received significant support from airlines
including Air New Zealand and QANTAS.

• Two tiers of government take an active role in promoting the
fishery.

• In New Zealand bye-laws are in place to protect trout habitat.
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• New Zealand is not as reliant upon hydro-electric waters for
fishing.

• New Zealand has received significant support from airlines
including Air New Zealand and QANTAS.

• In New Zealand there are two tiers of government that take an
active role in promoting the fishery.

• New Zealand has recognised its key market (stream and river
fishing), Tasmania has yet to hook into its key markets (trout
fishing in lakes).

6.2 Angling Visitors

6.2.1 Tasmania

In 1997/1998, 3.4% of visitors to Tasmania fished rivers or lakes. Key
markets identified by Tourism Tasmania are presently mainland
Australia (predominantly Victoria and New South Wales), North
America, Japan and the UK. The average length of stay for Australians
is 6-7 days whereas North American anglers tend to stay for 2-3
weeks. 

Approximately 37 000 fishing licences were sold in Tasmania in the
1997/1998 year. Sales of licenses to non-resident anglers comprised
approximately 16% (5803) of total anglers with sales to international
anglers (1%). These figures however exclude visitors to the private
fisheries including Launceston Lakes, London Lakes and Snowy Range
Trout fishery. It is estimated that these fisheries attract an additional
200 anglers per year (Tourism Tasmania estimate this to be 600 non-
residential anglers p.a.).

Most international anglers to Tasmania fish lakes as opposed to rivers
and streams with the most popular waters in the Central Highlands
district. The Tasmanian season has grown from 3 to 7 months in the
past 10 years and IFS has recently opened seven lakes for winter
fishing. Key source markets for fishing guides are mainland Australia
and the United States.
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6.2.2 New Zealand

In 1997/1998, 4% of New Zealand’s international visitors fished rivers
or lakes. Key markets identified by the New Zealand Tourism Board
include Australia, North America, Japan and the UK. 

The average length of stay for North American and British anglers is
typically 2-3 weeks whereas Australians and Japanese tend to stay on
average 6-7 days. The New Zealand Tourism Board suggests that
Freshwater anglers spend 10% more than general holiday travellers.

Approximately 450 000 fishing licenses are sold in New Zealand each
year. Statistics on the number of licenses sold to international anglers
are not available, however in 1990 international anglers comprised an
estimated 6% of anglers in Taupo and Rotorua (Shaw 1990: 6). A
somewhat higher figure is estimated by those in the industry
(professional fishing guides, boat charter operators) who put the split
for Taupo/ Tongariro at roughly 85% domestic, 15% international. It
is expected that these areas have a higher proportion of international
anglers than other parts of the country such as the South Island
whose rivers are lesser known. Tourism Southland estimate that in
1996/1997 international anglers comprised 9% of total anglers with
key source markets; USA (75%), Australia (15%), Europe (5%) and
Asia (5%). 

Most international anglers to New Zealand fish rivers and streams as
opposed to lakes. In winter the North Island rivers are fished by New
Zealanders and a small number of Australians. Summer months
(November – May) are when most international anglers visit New
Zealand and North Americans predominate. Key source markets for
fishing guides as surveyed by the Professional Fishing guides Association
(PFGA) are North Americans and Japanese (see Table 2). 

34



New Zealand has recognised its key markets (stream and river fishing),
whereas Tasmania has yet to hook into some of its key markets (trout
fishing in lakes or still waters).

An analysis of these statistics reveals that in comparison to New
Zealand, Tasmania is strongly situated to increase the number of
angling visitors to the state. Although this study has outlined
marketing and infrastructural deficiencies within the Tasmanian
fishery compared to New Zealand, the percentage of visitors who
fished in Tasmania and the sale of licenses to non-resident anglers are
comparable to the New Zealand statistics (see Table 3). 
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IVS RIVER AND LAKE FISHING % USE PROFESSIONAL FISHING GUIDE % 

USA 15 52 

Australia 23 8 

Japan 6 11 

Germany 6 2 

UK 18 10 
Sources: New Zealand IVS 1998: New Zealand Professional Fishing Guides Assoc.

Table 2: Key Source Markets for Fishing Guides in New Zealand



Table 3: Comparison of Angling Visitors to Tasmania and
New Zealand

TASMANIA NEW ZEALAND 

% of Visitors who fished (f/water)1 3.4 4 

Key Markets Mainland Australia Australia
North America North America
Japan Japan
United Kingdom United Kingdom 

Key Markets for Fishing Guides Mainland Australia Australia
United States United States

Japan

Type of Fishing Lakes Rivers and Streams 

Licenses Sold2 36 981 450 0003 

% Non-Resident License Sales4 165 6-156

Both regions have similar key markets, with the only notable
difference being the type of fishing undertaken in each region.
Previously negotiations between Tasmania and New Zealand have
been entered into regarding the possibility of Tasmania being an add-
on to New Zealand for international angling visitors. In the 1985
Department of Tourism submission to the Select Committee on
Freshwater Sport Fishery the potential for this type of cooperation was
promising as a direct air-link between Hobart and Christchurch had
been established. However after preliminary discussions no
cooperative marketing was undertaken. During this current study a
number of stakeholders within Tasmania have mentioned the
possibility of exploring this option again, however, the present lack of
an air service between the two regions would make this difficult as
two Australian domestic flights would prove expensive for
international visitors.

Tasmanian therefore needs to promote itself as a separate angling
destination and market to those places that have indicated a
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1Sources: Tasmanian Visitors Survey ‘97/98; New Zealand International Visitors Survey, June 98.
2Sources: IFS License Sales ‘97/98; New Zealand Tourism Board, Market Analysis ’98.
3 New Zealand Tourism Board estimate only.
4Sources: IFS License Sales ‘97/98; New Zealand Tourism Board, Market Analysis ’98.
5Excludes visitors to Private Fisheries
6New Zealand Tourism Board estimate only.



preference for Tasmanian’s lake style fishing. An analysis of the New
Zealand statistics for key source markets for New Zealand fishing
guides demonstrates that for guides their major market is the United
States. The New Zealand figures show that Australians and Europeans
are approximately five times less likely than Americans to hire a guide
in that country (see Table 2). In Tasmania, although no statistic have
been kept, anecdotal evidence suggests that the key source market
for guides in Tasmania are at present the domestic market. This
suggests that for guides in Tasmania a continued presence in the
American market is required.
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7.1 Inland Fisheries Service

There is a high degree of support within Tasmania for the new
structure of the Inland Fisheries Service. The 1998 recommendations
of the 2 stage strategic review of Inland Fishery management, are at
present being undertaken by the new administration. The major
recommendation of the review was development of management
plans for different waters. This move will only improve the ability of
the Tasmanian fishery to develop as a tourism product for example the
review recommended the establishment of trophy waters. An analysis
of the New Zealand fishery by the New Zealand Tourism Board in
1998 demonstrated that the challenge and achievement of catching
large trout is rated as one of the most important factors influencing
fishing enjoyment. The major cause of concern is the inability of the
Service to begin these management plans because of a lack of
funding to the Service. This is an issue that is in the process of being
addressed by the IFS. 

7.2 IFS and HEC

Conflicting demands for water use is a problem that was outlined by
a number of respondents to this research. A problem for the IFS in
managing the Tasmanian fishery is that the majority of Tasmanian’s
inland waters are used for power generation. There was criticism from
many stakeholders within the industry in regards to the HEC’s water
level management. Common criticisms included that the HEC needs
to acknowledge the potential of the trout fishery; at present there
was little consultation with angling bodies about lowering and raising
water levels and as a result water levels were frequently lowered
killing off flylife. In a pro-active move to address these problems a
Little Pine Water Management Committee was formed, which has
negotiated with the HEC to improve water levels at that specific
fishery. As a result at the end of the 1998/1999 season an agreement
was reached between the two parties to maintain minimum water
levels at Little Pine. The IFS and the HEC also have an unwritten
agreement that the HEC will maintain minimum water levels, however
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it has been acknowledged by the IFS that the HEC have broken this
agreement on specific occasions. 

The situation of the New Zealand fishery is significantly different. By
comparison the New Zealand fishery is not as reliant upon waters
which are also used for hydroelectric power and as a result water
levels are managed by New Zealand’s regional councils instead of an
overarching power authority. Furthermore, after lobbying by the Fish
and Game Council the new Federal Labour government is introducing
a clause into the Resource Management Act to protect the habitat of
trout and salmon. 

Although it must be acknowledged that New Zealand fishery is less
reliant on waters which are also used for hydro-electric power, the
fact that the habitat of trout and salmon is in the process of being
protected demonstrates that the New Zealand Government has
recognised the value of the fishery to New Zealand. 

7.3 Guides – Accreditation Procedures

Many stakeholders within the Tasmanian industry say there is a need
for better accreditation procedures for fishing guides. Currently the
TPTGA sets its own accreditation standards that include requiring
guides to hold a public vehicle licence and public risk insurance.
However it is not a requirement for guides to be members of the
TPTGA, which means that it is possible for anyone to set up as a guide
without holding any of the necessary certificates. Furthermore, since
the formation of the TPTGA in 1979-80, the number of guides in the
association has risen from the inaugural two members in 1979 to 45
guides, in 1999, of which 30 are full time. As a result of the increasing
number of guides, for example there were 15 new applications for
association membership in the 1998/1999 season, many guides are
concerned as to the industries viability. Therefore it has been
recommended that a licensing system be introduced to regulate the
guiding industry. Recently in New Zealand, after lobbying from the
NZPFGA this action has been taken. A successful Act of Parliament
has been introduced to rule that all guides must be licensed.
Regulations are now being written as to what guides have to meet to
be licensed and in writing these regulations the NZPFGA are working
with the Fish and Game councils.
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7.4 Guides – Standards

There is disagreement within the industry as to whether the current
standard of guiding is acceptable. A number of stakeholders
interviewed mentioned that the standard of guiding is well below
what is expected by American tourists who at this point constitute the
largest number of international visitors. The most common complaint
is that guides do not provide visitors with the standard of
refreshments they are accustomed to. 

7.5 Accommodation

There is accommodation on offer in all price ranges for visiting anglers
in Tasmania. However, previously travel wholesalers such as Mike
McCellan from The Best of New Zealand Trout Fishing and Judy Green
from Frontiers have demonstrated a demand for more up-market
accommodation in Tasmania. At the higher end of the market London
Lakes with its 8 beds (and Ken Orr’s smaller operation) is the only
lodge that cater to this. 

The New Zealand Tourism Board recognises that it is the fishing lodges
at the higher end of the market that drive the international profile of
New Zealand overseas. This type of accommodation attracts high
yield visitors to New Zealand who on average will spend 10% more
than general holiday travellers (NZTB 1998: 2). These visitors require a
high standard of service, and adding to the enjoyment of the fishing
experience is social contact between the angler, the fishing guide, the
accommodation owner and other anglers. The availability of non-
angling activities for those anglers with non-angling partners is also
recognised as important. Activities may include craft shops, golf and
destinations nearby. 

In Tasmania the Central Highlands Lodge (accommodates 20 guests)
and Lake St Clair Wilderness Holidays (accommodates 48 guests in
cabin accommodation and 26 in backpacker) cater for the middle
market. Bronte Park Highland Village (200 beds, ranging from
backpacker to 3 1\2 star accommodation) and The Great Lake Hotel
(40 guests in unit accommodation and additional fisherman’s cabin
accommodation for up to 18 guests) cater for the interstate and local
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anglers. Furthermore, in the past five years a number of guides have
also begun to provide private accommodation for their clients. A
number of stakeholders have spoken of the need for more
accommodation in the middle market bracket in the form of small 
6-10 bed fishing lodges run by husband and wife teams, with easy
access to waters. The development of this type of accommodation is
important if Tasmania is to improve the number of angling tourists it
attracts. A recently completed study by the New Zealand Tourism
Board found that the social contact between the angler, the guide
and the accommodation owner is consistently rated as on of the most
important factors influencing fishing enjoyment. At present one guide
is in the process of developing specialist angler accommodation of this
standard at Arthurs Lake catering for up to 6 guests. This
development is due to open in October this year. 

It must be noted however, that the operators of accommodation
catering for visiting anglers in Tasmania average a yearly occupancy
rate of approximately 65%. Due to the lack of data kept by some
operators and privacy issues a true figure cannot be established,
however all of the operators spoken to commented that it was
unusual for visitors not to be able to obtain accommodation at their
premises at any period of the year with one operator of a small middle
market establishment stating “we are struggling to fill our beds”. A
number of operators in the middle market also suggested that there
is a perception interstate that the Tasmanian fishery is a 5 star
international market and there were requests for more information to
be available through Tasmanian tourism offices about middle market
accommodation.

In New Zealand, a wide range of accommodation options have been
available since at least the 1940s. It has one of the most exclusive
accommodation offerings in the Southern Hemisphere. Huka Lodge is
set in 7 hectares of trees and parkland on the banks of the Waikato
River. The lodge originally a primitive camp site in the 1920 has
developed into one of the most exclusive retreats in the world with a
list of visitors including Queen Elizabeth, Queen Beatrice of the
Netherlands, and a range of national presidents, and Hollywood stars.
The peak season tariff is NZ $695 per person double occupancy not
including guides. A number of other exclusive fishing lodges cater for
the higher end of the market including Tongariro Lodge in the Taupo
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district and Lake Brunner Lodge in the Southern Lakes district. These
options are priced at around NZ $250 per person double occupancy.
Also available throughout New Zealand is a range of accommodation
options from 3-4 star hotels, self-contained motel units, and bed and
breakfast accommodation all catering to the visiting angler. 

The range of accommodation that is on offer in New Zealand has
been the result of private investment, commonly guides have invested
in their business to provide specialist fishing lodges for their clients.
However, here has also been significant investment in
accommodation for anglers by New Zealand’s rural community.
Farmers looking to diversify have seen the potential in New Zealand’s
angling tourism industry and invested money in developing
accommodation facilities and maintaining access for anglers to
streams that run through their properties.

In comparing New Zealand’s angling accommodation with Tasmania’s
what is immediately evident is that a world class fishery and
spectacular scenery are not sufficient in itself to guarantee the success
of Tasmania as an international flyfishing destination; initiative,
imagination and the courage to invest substantially are also essential.
Furthermore there is disagreement within the industry as to whether
the present accommodation for visiting anglers is of an acceptable
standard with the quality of service and the limited hours of obtaining
refreshments in the Central Highlands being the most common
concerns. Tourism Tasmania in previous reports has identified what
high-yield international anglers require and London Lakes and Ken Orr
supply the only accommodation option to meet these requirements.
However, within the industry there is disagreement as to what is
required by visiting interstate anglers. At present interstate anglers are
spread through all accommodation options suggesting a wide range
of accommodation preferences be marketed from camping sites,
middle market options such as Bronte Park to the up-market London
Lakes. Furthermore, there is a perception held by some visitors that
the Tasmanian fishery is an expensive option due largely to the cost of
reaching it by air or sea and that commonly the only accommodation
option that is well known in Tasmania is the “top end” priced London
Lakes. The cost of transporting your own boat on the Spirit of
Tasmania is also recognised as being prohibitive to interstate anglers.
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The cost is calculated on the combined length of the car and boat
which can range from $198 at 6 metres to $394 at 11 metres,
compared with the cost of a standard vehicle that after the
government rebate cost between $30-$55.

7.6 Unguided fishing

There is a lack of options for anglers who come to Tasmania for an
unguided fishing experience. This is an infrastructure problem that
was identified by a number of stakeholders interviewed. For example
a commercial operator complained that visiting anglers requiring
information about Tasmania waters constantly took up the time of his
staff, and that there was little information for his staff to give them.
The operator has advised his staff to always give preference to the
local angler, because they are his regular customers. However, this
policy is likely to result in visiting anglers being dissatisfied with the
level of service they are given.

A valuable guide to Tasmania’s fisheries was Greg French’s book
Tasmanian Trout Waters, which gave an extensive description of the
quality of fishing in all Tasmanian waters. However this book is now
out of print. A recent publication Trout Fishing Guide to Tasmania by
Don Gilmour has a similar purpose and whilst in print will be a
valuable resource for visiting anglers. There needs to be some support
of these projects from stakeholders within the industry, the cost of
reprinting these publications proves prohibitive and there is no return
for the author. It is imperative that a current publication be available
for visiting anglers to Tasmania. 

The problem of a lack of information at Tasmanian inland waters has
been never been resolved despite a number of attempts in previous
years. In the IFS Annual Report for 1961 it recommended that waters
be signposted to assist with their correct identification and indicate
special restrictions however, either these signs were never produced
or not maintained. Furthermore in the 1985 Submission from the
Department of Tourism to the Select Committee on Freshwater Sport
Fishery, recommendations to alleviate information problems for
visiting anglers were made that have never been actioned and need
to be reiterated. Recommendations included:
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7.6.1 Establishment of Information bays

Sites: • Ouse

• Tarraleah 

• Bronte Park 

• The junction of the Marlborough and Lake Highways 

• The junction of the Poatina and Lake Highways

• Steppes

• Interlaken

Content: • Map of immediate area

• Access routes to trout angling waters

• Indicate whether rainbow our brown trout waters

• Types of fishing allowed

• Safety warnings

• Location of services including accommodation, camping,
boat ramps, shops, service stations, public telephones,
toilets and police stations

Marine and Safety Tasmania (MAST) and the Inland Fisheries Service
are currently in negotiations to establish signage at a number of
Tasmania’s inland waters. 

7.6.2 Angling Licenses

Providing a publication with angling licenses that would include
information similar to that described above. The cost of producing the
publication could be offset by:
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1. Increasing the cost of 14 day, 3 day and 1 day licenses.

2. The establishment of a visitor’s license which includes an angling
information guide as well as a souvenir license.

7.7 Government Support

The marketing of the Tasmanian fishery has received little support
from local government. In comparison, the marketing of the New
Zealand fishery as a tourism product is undertaken at both a national
and a local level. The structure of local government in Tasmania does
not allow for any extensive support to be given to the marketing of
the fishery. The Central Highlands Council in which most of
Tasmania’s premier angling waters are situated, is a small council with
a constituent base of only 2 600 people. As a result little revenue can
be put into the promotion of the area as a tourism centre and at
present any tourism promotion is directed towards establishing a
brand name for the major highways in the council (Heritage Highway
– Midland; Wilderness Way – Lyell), which is directed towards the fly-
drive market.

In comparison the Taupo local council in New Zealand has a
constituent base of 30 391, it has a separate tourism marketing body
Destination Taupo, its role is to promote the area as a visitor
destination to consumers and to the travel industry, both domestically
and overseas; and to facilitate economic and business development
by promoting the region for investment. The organisation is fully
funded by the Taupo District Council, partly from a Marketing
Development Rate levied against commercial business, and partly
from the General Rate. Apart from reporting to the Taupo District
Council, Destination Taupo is also advised by the Marketing Advisory
Board, a body made up of ten representatives from the visitor
industry, the business community and members of the council.
Destination Lake Taupo includes an Economic Development Agency,
the Lake Taupo Convention Bureau, Events Lake Taupo and two
Visitor Centres that are part of New Zealand’s national Visitor
Information Network, located in the Taupo and Turangi townships.
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8.1 Sustainability 

Good management systems to handle increased anglers to the
Tasmanian fishery will mean that the increase can be handled with
minimal environmental impacts. Tasmania must learn from New
Zealand’s experience that the resource is finite. Any marketing
campaign should look at spreading the numbers of visitors over an
intended period , which will serve to reduce the impact of anglers on
natural resources. The recent move by the IFS to open seven lakes for
winter angling is a positive move in this direction.

The IFS and National Parks and Wildlife need to work together to
identify sites where anglers are having or could have detrimental
effects on either the natural environment or the fishery. Some of the
techniques for managing angler’s impact may include limits on the
numbers of anglers at a fishery. Conflicts between different methods
of fishing need to be solved by geographical zoning and educating
anglers to persuade them to use alternative fisheries.

Tourism planning and development of the Tasmanian fishery need to
continue to take into account the concerns of some local anglers who
believe that their traditional recreational experiences or their access to
particular fisheries are threatened by increasing numbers of interstate
and overseas visitors. During the World Flyfishing Championship, local
Tasmania anglers had the opportunity to meet international anglers
and as a result a number of long term friendships have developed.
This highlights that local angler reactions to visiting anglers can be
positive, therefore education campaigns as to the benefits of
increased tourist numbers need to be introduced and maintained by
the IFS. The education campaigns need to promote the fact that
Tasmanian waters can handle increased fishing pressure and that
visiting anglers are providing an economic benefit to the state and
that as a result extra funding is being spent to improve the Tasmanian
fishery. The establishment of a visiting angler’s license may also
contribute to improving local anglers perceptions of visiting anglers,
as a special license will indicate to local anglers that visitors are paying
for the privilege to fish in Tasmanian waters.

46

8. TASMANIA – RECOMMENDATIONS



8.2 Markets

This report notes the priority given to fly fishing, and guided angling
by Tourism Tasmania in it marketing and promotion strategy.
Consideration must be also given to those markets that historically
have demonstrated an enthusiasm to visit the Tasmanian fishery. The
domestic market should remain the focus of any future campaigns.
The popularity of freshwater angling remains high in Australia, with
140 000 freshwater fishing licenses sold in NSW alone in the
1998/1999 season. Compared to international visitors, domestic
visitors are inexpensive to market to, have knowledge of the
Tasmanian fishery and are also more likely to use the present
accommodation options that are available in Tasmania.

It is widely recognised within the industry that previous international
marketing has resulted in only a modest increase in the number of
overseas visitors. Whilst the overseas market is attractive because of
possibility of gaining high yield visitors to the state. The costs of
maintaining a presence in the international market and the
infrastructure problems within the Tasmanian fishery make
international marketing problematic. As this study has demonstrated
past international marketing attempts have failed because of these
problems. Innovations and improvements to existing infrastructure are
therefore critical to ensure the needs of visiting anglers are met.
Furthermore, the management of some fisheries needs to be directed
towards a visiting angler focus. This may involve restocking programs,
and the managing of some lakes like private fisheries which anglers
pay a different licence option to fish.

A strong positioning which differentiates the Tasmanian fishery from
other destinations is needed. A perceived strength of the Tasmania
fishery is the types of unique fishing available in Tasmanian conditions
that include polaroiding or sight fishing to large fish in shallow
margins. Although this is a popular and rewarding method of fishing,
it is a very challenging way to fish, and results in little fish being
caught by the visiting angler. This method of fishing also requires a
large degree of local knowledge therefore requiring increased time to
be spent with guides. 
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Word of mouth is commonly the most important information source
for visiting anglers, which reinforces the importance of meeting visitor
expectations. Visitors expect to be able to come to an angling
destination and catch a fish. Therefore although any promotion of the
Tasmania fishery must include the methods of fishing which are
unique to Tasmania, visiting anglers must also be aware that any
method of fishing is available. It has been demonstrated that
European methods of fishing are appropriate for Tasmanian
conditions including the British loch style technique. River and stream
fishing, although available in Tasmania is of a far lesser quality than
New Zealand and at present Tasmania has no trophy waters. 

If the cost of any extensive market campaign can be met in the future,
the feasibility of entering the European market needs to be looked at
in closer detail. Firstly as the type of fishing they prefer is appropriate
in Tasmania conditions, and secondly Tasmania is not competing with
New Zealand to attract American anglers, who prefer the types of
fishing available in New Zealand, a country that already has a well-
established infrastructure to cater for these visitors. In contrast most
stakeholders within Tasmania perceive that the Tasmanian fishery is
still unknown to the majority of USA nationals.

The quality of local infrastructure, heritage and local communities are
also an important influence on the quality of the experience for
flyfishing visitors. Therefore any angling tourism campaign also needs
to be supported by local communities. A community consultation
study completed by the New Zealand Tourism Board for the Southern
Lakes in 1998 recommended maintaining a balanced mix of domestic
and international visitors and targeting visitors from a range of
international visitor markets so that the region does not rely on one
particular market. In Tasmania, the local angling community did not
support the previous strategic marketing campaign undertaken by
Tourism Tasmania leading to tension between the TPTGA, Tourism
Tasmania and the local angling associations. It is critical that these
tensions be resolved if angling tourism is to increase in Tasmania. 

8.3 Tasmanian Fishery Brand 

The development of a “brand” for the region is one option for
communicating the existence of the fishery to target markets.
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Examples of regional brands include the Gold Coast or the Lakes
District. The fisheries in Tasmania’s Central Highlands could be linked
together using a regional brand for example the TPTGA in the early
1990s produced a pamphlet promoting “Tasmania’s Highland Lakes”.
However, after this pamphlet no further attempts were made to
continue to attach a brand to the Tasmanian fishery.

A reason for the success of angling tourism in New Zealand is because
potential visitors know about specific areas of New Zealand and the
type of fishing available. Lake Taupo, the Tongariro River and more
recently the Southern Lakes District all have established a worldwide
reputation as places to fish. However unlike New Zealand, Tasmania
virtually remains an unknown trout fishing destination outside of
Australia. Unlike past attempts at attaching a brand to the Tasmanian
fishery if this option was actioned it would have to be maintained and
used in all marketing campaigns to be successful. As a key element
for communicating the uniqueness of the Tasmanian fishery to target
markets, the more the brand is used the more effective it will be. For
that reason active support from Tourism Tasmania, the TPTGA,
commercial business and local communities would be essential.

8.4 Future Research

To ensure overall marketing efforts are focused effectively, further
research by the CRC for Tourism should include a program of visitor
research. Visitor’s perceptions of the Tasmanian fishery have never
been surveyed. The focus of the research should be on improving
understanding of:

1. Needs and motivations of anglers to the Tasmanian fishery.

2. Anglers perceptions of Tasmania prior to and after visiting.

3. Visitor perceptions of fishing in Tasmania relative to other
destinations.

4. What angler satisfaction is dependent upon.



Introduction

In response to the comparative study between New Zealand and
Tasmania, in which it was concluded that growth in the Tasmanian
industry might be achieved through appealing to those from lake
flyfishing cultures, it was decided to complete a pilot study of the
market potential of the UK. Whereas a reasonable marketing effort
had been made to the USA, the UK potential was largely unexplored.

Background

The UK has close to one million game fishers (defined in the UK as
fishers for salmonids), and lake fishing for trout is the single most
popular style, yet in the 1998/9 season only 60 out of 5686 anglers
to take out a licence in Tasmania were from the UK. Trend data show
little improvement in numbers since the fanfare around the 1988
World Championships held in Tasmania (32 in 1990; 21 in 1991; 5 in
1992; 46 in 1993; 21 in 1994; 35 in 1995; 57 in 1996; 57 in 1997)
but the pilot study reported here strongly suggests that this market
share might be improved. After seeing a promotional video of trout
fishing in Tasmania, ninety-four percent of respondents agreed that
Tasmania was appealing as a place to visit and fish in the Northern
Hemisphere close season. Evidently, this is a market that can and does
afford international trout tourism: forty-four percent of those
interviewed had travelled outside Europe to fly fish for trout – as far
flung as Chile, New Zealand, Alaska and Asia – yet none had
considered Tasmania. Tasmania’s green appeal figured strongly in its
desirability for these anglers: 81 % said that wild trout, water quality
and environment were what they found most appealing. One must be
cautious about generalising from pilot study data but arguably this
study provides sufficient motive to explore the British market potential
in more detail.
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THE STUDY

A pilot study of the attractiveness of Tasmanian flyfishing tourism
among English fly fishermen was undertaken in the first two weeks of
June 2000. The idea was to conduct focus groups and a pilot survey
in at least two sites, in key affluent areas with a strong tradition of
lake flyfishing. If the results from this fieldwork were encouraging
they were to be used to justify further research. Sufficient numbers of
Tasmanian expert-respondents in the comparative study had
pinpointed the potential of the English market to justify further
inquiries. The reasons they gave were:

• Evident English enthusiasm and taste for Tasmanian fly fishing at
the 1988 World championships held in Tasmania.

• English taste for lake fly fishing.

• The size and recent growth of the English market. According to
the National Rivers Authority there were 800,000 fly fishers in the
UK in 1994, a number that had grown by 26 % in the past twenty
years. Most of this growth was in relation to lake fly fishing with
its twin foci of large reservoir trout fisheries and small put-and-
take fisheries.

• The relative affluence of English fly fishers and their interest,
particularly in travelling to wild, self-sustainable populations of
fish in unpolluted regions – features so different from typical
English fishing in artificial, heavily stocked water supply
impoundments near large cities.

Aims

This pilot study aimed to reveal, in round terms, the likely nature of
the appeal and demand for Tasmanian lake fly fishing amongst
English lake flyfishermen. By likely I mean the sort of response one
might expect from a representative market survey. The aim was to find
out whether the response to this market was significantly positive or
not. Any significant positive response might be taken to provide
grounds for further exploration and development of this market. It
was also an aim to find out whether the aesthetic appeal of
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Tasmanian flyfishing amongst English flyfishers was backed by the
possibility of effective demand ie whether those who said they found
it appealing as an overseas destination were the sort of people who
did spend money on what we might call long-haul trout tourism.

Methodology

Accessing a sample of English flyfishers during the English fishing
season poses quite a challenge. Typically obsessive, such people tend
to want to fish when they are not working or discharging other
essential duties. Accessing a selected sub-group who may most
resemble the market for international trout tourism to Tasmania is an
even greater challenge. With an absolute minimum budget for this
task and with a narrow window of opportunity, accessing a sub-
sample from a larger random sample survey was out of the question
and there were no existing recent surveys to draw from. I decided to
try to engage the services of a national expert to help me assemble
such a group from personal knowledge. In all cases such as this what
one ideally needs is a person at a commanding centre of a social
network or in possession of an appropriate mailing list or membership
listing. This is like a rather compressed form of snowball sampling. A
national expert was favoured over a local expert since the latter is
more likely to know the local club networks and such a network may
not be typical of the affluent lake trout fishers we were after, with the
bias rather in the opposite direction, towards a highly sedentary,
lower-income cross section.

More typical of average lake trout fisher incomes were those who
regularly fished across the country at all of the major reservoirs and
lakes. It was thought to be possible to access and sample such people
as they assembled or disassembled following one of the popular new
national competitions.

The England Flyfishing captain, John Horsey, was approached as a
possible expert. John was doubly attractive because in addition to
‘owning’ a major national competition, the ‘Peregrine Nomad UK,
International Team Challenge’ (with a key list of contestants) he was
already making contacts in Tasmania through various invitations to
give lake fishing ‘loch-style’ clinics to Tasmanian groups. After a trip
earlier in the year John wrote the only article on Tasmanian fishing to
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appear in the English press in the last ten years. John was something
of a national celebrity and a regular invited speaker to the English
trout fishing fraternity. Once engaged on this small project, his name
and presence would serve both as an attractant to English
respondents and as something of a positive endorsement of the
product we were seeking their opinion about. Given the difficulty of
recruiting respondents as they either began or finished their fishing
session (always late in the evening and with a long drive ahead of
them) John’s involvement was considered to make the difference
between success and failure.

On being approached John was confident of being able to deliver and
assemble three focus groups. Ideally these would be drawn from the
local heats of the Peregrine competition at Rutland Water (one of the
key centres of the expanding market in the Midlands), Chew Valley,
Somerset (one of the oldest and most established lake flyfishing
cultures and in the epicentre of the affluent M4 Corridor) and Bewl
Bridge, Kent (the closest major reservoir to London and a key centre
in the richest part of England’s South East.

The key data we were looking for were a) the response of typical
anglers to the Tasmanian trout tourism experience, a sort of aesthetic
response; b) a response in terms of its affordability and c) a response
in terms of the conditions and resources they would look for in such
a tour. Focus groups are very apposite for delivering this sort of
market information. If all three focus groups were very positively
disposed towards a Tasmanian experience, if they thought it
affordable and agreed on the sorts of conditions and resources they
would need one might have the necessary indication that a more
elaborate and expensive marketing exercise would be justified. The
focus groups were to be structured in the following manner:

1. Welcome and explanation of the exercise. Information sheets on
cost, seasonal variation and fishing styles handed out.

2. Showing of a brief but representative video of fishing in Tasmania
‘Trout Fishing Tasmania’.

3. John Horsey follows up the video with a personal assessment of
Tasmania’s appeal following recent visit.
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4. Discussion of the aesthetic appeal; affordability issues; desirable
resources and conditions.

Respondents were told in advance that they would be given a bottle
of Tasmanian sparkling wine in exchange for their help.

I decided to go ahead with John Horsey engaged as the organiser and
assembler. I supplied a letter of introduction on headed paper and John
mailed these out to his ‘list’ in advance of a recruitment phone call.

As I left for the UK, John had still not finalised these groups but he
assured me that they would be fine. As it turned out circumstances
did not favour a perfect outcome, but we managed to obtain
excellent data from two out of the three venues, at Chew and at Bewl
Bridge. What nobody knew in advance were the times and dates of
England’s matches in Euro 2000 (a major international soccer
competition). To our absolute horror we realised closer to the time
that two of England’s matches were to be played on the evening of
the focus groups planned for Rutland and Bewl. Rutland was written
off as a critical number of respondents pulled out after the draw. By
changing the format of the approach in Bewl we were able to obtain
a good result. On John’s advice, we decided to set up the video in a
closed –off corner of the bar and show it continuously over the course
of an hour and a half as competitors came up from the weigh-in.
During this time, I would have the chance to show the video to each
team as they came up and afterwards conduct a mini-focus group
with each one. To record key data we enticed these weary anglers
(who fish all day without a break) by raffling 6 bottles of Tasmanian
sparkling wine. In exchange for a ticket they filled out a brief
questionnaire (see Appendix B) detailing the critical information I was
looking for.
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RESULTS

The focus group at Chew Valley Lake

The focus group interview took place at the Live and Let Live Inn in
the village of Blagdon. Altogether 10 respondents attended this. They
were an interesting cross section of ages and social class that included
for example a young stockbroker, a teacher, a fisheries manager,
various tradesmen and small businessmen. They were all men. They
had all fished outside the UK and about half of them had fished on
long-haul trips to places such as New Zealand and South America. In
the Bristol Reservoirs scene there is the belief that they have been
among the worlds most significant innovators in lake trout fishing
techniques. Certainly, they figure disproportionately as winners of
competitions such as the Benson and Hedges Challenge and in the
composition of England Flyfishing teams. Besides a great love of their
local lakes there is a strong tradition of travelling to fish elsewhere.

The Appeal?

Following the video and John’s brief ‘appreciation’ the group was very
positive indeed. Of particular note were:

• Comments about the size and condition of the Brown trout
(browns are more rarely caught by these anglers and certainly not
in the good condition of our own brown trout; there is I think the
agreed view that the native brown trout is finer and a more
‘classy’ adversary than the widely stocked rainbow trout).

• The sheer size and variability of the fishery and yet its
compactness.

• The sheer variation in angling techniques from sight fishing to
loch style; from small stream to sea runners.

• An appreciation of the wild and clean state of the fishery. This is
enormously important; more so than the necessity to catch large fish.
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• Price seems reasonable, if not cheap given the current value of
sterling against the Aussie dollar in June 2000. Favourable
comparisons were made, for example, with recent trips to South
America.

• The presence and abundance of activities for the non-fishing
partner and family were positively received. Again, favourable
comparison were made with other rival destinations eg New
Zealand, South America. I sensed that these English people
viewed Australian heritage tourism as relevant to them: they were
interested in colonial and post-colonial history.

• Related to the above, it is hard to overstate the enthusiasm these
people expressed for wildlife and nature. We need to note for
example, the enthusiasm for birdwatching in the UK. These
anglers at Chew are keen on the local birdlife and there is a
birdwatching centre as part of the facilities at Chew Valley Lake
(see Appendices).

• They were particularly exercised by the possibility of a mix of
freshwater and marine fishing – and not necessarily confined to
fly fishing. It is worth remembering that many of these trout
anglers are converts from ‘coarse’ fishing and from ‘sea’ fishing.
One of the respondents (a former England international fly fisher
was going tench fishing with his son on the following day). They
were particularly interested in East Coast marine charters for tuna,
shark, marlin etc. They had not heard of this fishery and judged it
to be extremely cheap relative to other international fisheries –
the Florida, USA was mentioned. Its proximity to highland trout
waters was also well received.

So, why was it that none of this group had visited Tasmania or even
considered visiting Tasmania? With few exceptions, none of the group
appeared to know very much about Tasmania either as a place or as
a fishery. Their amazement was in part due to the quality and nature
of the fishery but also in part due to their surprise. They just did not
know. John Horsey helps us to understand why: 
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I’ve just written an article based on my last visit there and it is the
first article on Tasmania to appear in the British press for over 10
years, since the 1988 World Championships.

Is this because the British are not interested in fishing elsewhere,
or because the British angling press prioritize British angling
venues? Nothing could be further from the truth. Trout
Fisherman, Trout and Salmon and other important best selling
magazines have dramatically increased their coverage of overseas
destinations. As the British pound has strengthened and as the
trout fishing market has tried to expand its products to include
new forms of fishing overseas, reports on overseas destinations,
especially those that promise different fishing and high quality fish
and fisheries have become more popular.

Affordability

• The expense of such a trip worried a few respondents but they did
agree that it seemed good value for money overall. Some
considered such a trip as something worth doing at least once.
Others said it could be a part of a round the world trip. The
wealthiest among the group were not worried about expense: the
time factor was an issue for some.

• The airfare seemed the most relatively expensive item. 

• Accommodation, guiding, food and drink, transport all seemed
very good value in relative and absolute terms. The cost of the
trout fishery was considered to be too good to be true. To repeat,
the charter marine fishery was also seen as extremely good value.

• Overall I gained the impression that Tasmania will sit in their
imagination as something worth dreaming about, almost an
ultimate trout fishing trip. Since the Tasmanian experience offers
the maximum difference from most northern fisheries but at the
same time offers the comfort and interest of an up-market
Western tourist destination, I was left with the impression that



these respondents would not take much coaxing when the right
circumstances (ie in their life) presented themselves.

Desirable conditions and resources

• Since the focus group in Chew had picked up on ‘variable
options’ as a key attraction of Tasmania, it was not surprising that
they wanted a good mix of experiences. In other words they were
not envisaging a one-place stay but a trip that sampled different
options. It struck me that this may chime well with our highly
variable fishing conditions at any one spot.

• Views will vary but the group seemed to fix on a fly-drive
preference. Mobility was a key preference. Having the option to
be self-directed AND/OR to place themselves in the company of
expert guides was thought to be important.

• Given the overall expense of the trip it was felt that their resources
should be utilised in such a manner that maximises the fishing
opportunities. We have to remember that these anglers are used
to working very hard for their fishing in terms of transport time
and the angling effort made on any one trip. In other words, they
like to maximise their time on the angling coalface. For this reason
very few favoured a luxury accommodation package: they argued
that ideally they would not have the time to appreciate it because
they would want to on the water from dawn until nightfall, if not
through the night. On the other hand, they all agreed that the
accommodation would have to be of a good standard if non-
fishing partners/ family were with them and that in any case, a
couple of nights in a smart place would be important.

• Most thought that guides would be essential though not on every
day. Perhaps as a guide and a starter for particular lakes/areas
rather than a continuous presence. These are extremely good
anglers and they knew they would pick up local techniques quickly.

• Most wanted the option of boat fishing but the main message
from the group was the desire for a mix of experiences and
approaches.
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• Obviously, with the appeal of self-directedness, it was considered
essential that good guide books and information was available

Interviews and Survey at Bewl Bridge

It could not be claimed that the methodology at Bewl Bridge matched
exactly the Chew Valley research, but it was certainly complimentary
and overlapping. Whist the discussions with each team group coming
off the water did not amount to exactly the same focus group as at
Chew, they did see the same video, they were told much the same
information by myself and they were asked much the same questions.
In addition a brief mini survey provided concrete responses from about
one third of the competitors. This was that could be achieved between
the beginning of the weigh-in and the beginning of the award
ceremony (I was asked to congratulate winners and give prizes away). 

In terms of the overall response, I can confirm that the Bewl Bridge
group (who were largely from the London and South Eastern region)
were identical to the group from the West of England. The video was
considered to be very alluring, with one respondent summing it up as
‘a fishing paradise’. These people were ‘fishing video junkies’ and are
not easily impressed. They were impressed. Group after group who
stopped to watch the video gave more or less similar responses to
those solicited at Chew. Most of these agreed to specify their views
separately on a self-administered questionnaire. The results of this
exercise are worth reporting in full.

1. The sample (n=16) consisted almost entirely of men (1 woman).
Among this group there were several tradesmen, a civil servant,
an engineer, a farmer, a teacher, several business managers and
several sales and marketing managers and a small manufacturer.

2. Eighty-eight percent had heard of fly fishing in Tasmania. The
source of this information was:

• Mates 13%
• Magazines 38%
• TV 44% (Esp Rex Hunt)
• Video 1%
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3. Ninety-four percent said that Tasmania was an appealing
destination for the northern winter close season.

4. What was most appealing to these anglers? The results are shown
in descending order:

• Quality of fish 50%
• Quality of water 19%
• Weather 19%
• Environment 12%
• Big fish 12%
• Wild fish 12%
• Mix of fishing 6%
• Wildlife 6%

5. What was most unappealing to these anglers?

• Distance 44%
• Time 31%
• Nothing unappealing 31%
• Cost 2%

6. Eighty-one percent had fished internationally before. In
descending order these destinations were:

• Ireland 63%
• Scotland 44%
• Europe 31%
• South America 12%
• New Zealand 12%
• USA 12%
• Canada 6%
• Asia 6%
• Australia 6%

7. In terms of resources considered important (percentage who
thought these were important):

• Boats available 50%
• Good local services 31%
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• Guide 88%
• Luxury accommodation 6%
• Good books/Published info 81%

8. Level of interest in the following fisheries:

• Highlands 69%
• Western lakes 81%
• Stream 50%
• Sea trout 69%

9. Level of interest in the following fishing styles

• Loch style 81%
• Sight 88%
• Rafting 38%
• Sea fishing 56%

10. Seasonal interest (Tasmanian seasons):

• Winter 12%
• Spring 56%
• Summer 69%
• Autumn 6%

11. What other tourist attractions besides trout fishing are appealing?
In descending order:

• Wildlife 94%
• Unpolluted environment 94/%
• Wilderness areas 69%
• Sea fishing 56%
• Bird watching 38%
• Australian flora 31%
• National parks 31%
• Hunting 25%
• Convict heritage 12%
• Bush walking 6%



12. Eighty-one percent said they would they like to be kept informed
of further developments in Tasmanian trout tourism.

Conclusion 

It should now be clear that this study, albeit small and exploratory in
nature strongly suggests that the UK market for trout tourism to
Tasmania could be expanded substantially beyond its present
numbers. The numbers alone are quite compelling: currently there are
approximately 800,000 licensed salmonid fishers in the UK, by
tradition, an affluent sub-sample of the population. Of these only 60
took out a licence in Tasmania in the 1998-99 season, the best year
in the last decade. The sample of anglers in this study spanned the
affluent trades through sales and marketing management and
teachers right up to the London stock broker, South Eastern farmer
and manufacturer. This study suggests that Tasmania is very appealing
to this group who value wild fisheries very highly indeed. Indeed,
ninety-four percent of this group found Tasmania trout fishing
appealing and 44% of them were already experienced overseas trout
fishers. On the basis of this evidence one would have some
confidence in the possibility of increasing British numbers to our
fishery. 

All good quality qualitative studies attempt to triangulate data, to
check key conclusions against another apt sorts of data. In this study
we sampled groups from two key centres in the UK and found great
similarity. By way of triangulating this data further I also visited and
interviewed the manager of the flyfishing section of the most
prestigious angling shop in Britain: Farlow’s of Pall Mall, London.

I was not intending to visit Farlow’s but the idea was suggested to me
whilst talking to a fishery manager at Chew Valley Lake. A Londoner
by birth and upbringing, he told me of his 1940s trip to primary
school in the morning, a journey that involved emerging from a
London tube station and crossing a road adjacent to the Tasmanian
Tourist Office in central London (near one of the main train stations).

I will always remember seeing that office. In the front window was the
largest stuffed trout I had ever seen. Have still ever seen! Yes, every
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day on the way to school I passed that fish and thought ‘what kind of
place had fish such as those?’

Such an anecdote is of little value in itself, but it does suggest a link
between the relatively vibrant movement of trout fishers to Tasmania
at the beginning of the century and their relative absence today. The
Tasmanian office and its stuffed trout are long gone and so too, it
would appear, has the talk and the dreams about those Tasmanian
trout. I decided that it might be wise to pay a visit to Farlow’s of Pall
Mall not only to check out this transformation but also to check out
the status of the results I had obtained at Chew and Bewl Bridge.
Would they agree with the views of one of the most knowledgeable
tackle dealers in the country?

There can be few tackle shops in a more prestigious location
anywhere in the world. Farlow’s shop front in Pall Mall is about the
only retail outlet between two of London’s most important sites,
Trafalgar Square and Piccadilly Circus. This unusual retail geography is
testament to the place that hunting and angling have in the hearts
and minds of the English elite. From here they serve the up-market
clientele of Mayfair, Kensington and Chelsea as well as government
and the Civil Service in Whitehall. Such was their former trade with
The City of London that they have now opened a new City branch
near Fenchurch St.

After having left a video and other materials with its Angling Manager
Brian Fratel to digest, I later returned to discuss the prospects of
British tourism to Tasmania.

Brian seemed reasonably well acquainted with Tasmania, he named
London Lakes as a key lodge; he said he used to stock numerous
Tasmanian flies, and he remembered the glowing aftermath of the
1988 World Championships. His main point was that the trail to
Tasmania had gone cold over the past ten years. Whereas other likely
locations around the world had been marketed with some force,
Tasmania remained a relatively unexplored destination for his clientele.
His memory was dominated by the notion of great expectations, some
ten years ago, which had somehow failed to materialise.
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Was it that his clientele could not afford to fish in Tasmania or did not
have the time for long-haul trips? This does not appear to be the case.

Around 60 per cent of my customers make regular overseas trips to
fish. They are going everywhere, as you can see from our own
magazine….

Indeed, Farlow’s own magazine, called, Farlow’s Magazine is nothing
short of an up-market glossy format in which the main articles (by key
angling experts) are global, overseas fishing trips. Its Spring/Summer
2000 edition (issue 12) leads with the headline IDYLLIC
DESTINATIONS and lists a series of stunning articles on Cuba, Russia
and Uganda with other articles on the Seychelles, Mozambique,
British Columbia, the French Riviera, and with a competition offering
a prize fishing package to the Bahamas.

Was it that lake trout fishing had lost it charm to marine bonefishing
or the exotic Nile perch? No, still ranked among the top experiences
are lake fishing for the Irish brown trout variants on its West Coast
and lochan fishing in Scotland. Other wild lake trout opportunities
have developed, for example, the somewhat difficult fishing for the
small trout of the Lake District.

Brian Fratel thinks that there is no major impediment to British trout
tourism to Tasmania, although it does have to be organised and
marketed. He felt that it might be placed or encouraged to be
adopted by the more established trout tourism companies such as
Roxton Bailey Robinson [25 High St Hungerford Berkshire, RG17 ONF;
1488 689701; fishing@roxtons.com]. He said he would like to see
Tasmania come on line as another Southern Hemisphere option and
would be happy to see articles in their magazine.

In sum, yes, Tasmania used to be talked about and visited by the English
(flies bought in advance even); yes, information and developments in
Tasmania have become very quiet in recent years; and yes, the English
are currently into overseas fishing tourism in a big way (the money is
there) and yes, they would be interested in trips to Tasmania.
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University of Tasmania

CRC (Sustainable Tourism) Project: Trout Tourism: A Comparative
Study of Tasmanian and New Zealand Trout Tourism

Chief Investigator: Dr Adrian Franklin

Questionnaire

Name
Address

Occupation 

1. Have you ever heard about flyfishing in Tasmania? 
Yes (go to 2); No (go to 3)

2. What were the main sources of information?

3. Do you find the idea of flyfishing in Tasmania during the winter
appealing? Yes (go to 4) No (go to 5)

4. What is it that you find most appealing? 

(Go to 6.)

APPENDIX B: QUESTIONNAIRE ADMINISTERED TO ENGLISH
LAKE FLY FISHERS, JUNE 2000



5. What is unappealing about travelling to Tasmania to fish? 

6. Have you ever travelled to trout fish outside England? Yes No

If yes, please say where 

7. Tasmania is predominantly a wild brown trout lake fishery in
wilderness areas, requiring no stocking. How important are the
following things to you?

Please ring one

• availability of boats important not important

• availability of lake side important not important
services

• good guide books important not important

• luxury accommodation important not important

• local guides important not important

8. What location options do you find most appealing?

Please ring as many as you like

• Central highlands

• Remote Western lakes

• Small streams

• Sea trout
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9. What style options do you find most appealing?

Please ring as many as you like

• Loch style (s) (boat)

• Sight fishing (bank)

• Rafting

• Sea fly fishing (shore)

10. What season options are most appealing

Please ring one

• Early spring (August-Oct)

• Late spring (Nov-Dec)

• Summer (Jan-Mar)

• Late Summer (April-May)

11. What other aspects of Tasmania are attractive to you

Please ring as many as you like

• Wildlife 

• Wilderness areas

• Australia’s different trees and plants

• Unpolluted, wild fishery

• Convict and other colonial heritage sites

• National parks
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• Bird watching

• Hunting

• Sea fishing (eg Tuna, Marlin)

• Bush walking

12. Would you like to be kept informed of new developments and
packages for fly fishing in Tasmania?

Please ring

Yes    No

Thank you very much for giving your time.



TWO CASE STUDIES: LAKE ROTOROA LODGE AND
TONGARIRO LODGE

This part of the study was designed to provide comparative data from
site visits to representative trout tourism businesses in New Zealand.
Four sorts of cross-referencing information emerge from such visit: 

1. The experience of trout tourism in a particular location; from
researchers own experience and from interactions with other guests.

2. Information about the particular business from talks with owners
and staff.

3. Information from guides (whose interests and knowledge is
different from owners).

4. Information on other businesses and tourist infrastructure in the
immediate locality or region.

The aim of this exercise was to learn about the New Zealand industry
from first hand experience. The key questions were: Are these
businesses better than those in Tasmania? If so what can be learned
from their experience? What is the status of trout tourism
development in New Zealand ie is the market saturated, growing
steadily, diversifying or what?

The locations

Given the limited time and resources, it was decided to visit one
location in South Island and one in North Island. The fishery in the
Nelson region was chosen as the South Island example, mainly
because this has seen some substantial development over the past ten
years but also because this is a highly sought after region of stream
fishing. It was covered in the TV series A River Somewhere. The fishery
at Taupo was chosen for North Island because of its historical depth
and its centrality to tourism in this region. To cover the key business
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types it was decided to visit one up-market lodge and one high quality
mid-range lodge. Lake Rotoroa Lodge was chosen as the up-market
Lodge in South Island and Tongariro Lodge was chosen as the mid-
range lodge for the Taupo region. Both were highly recommended
and may be considered typical of their type and region although
obviously the range of types of accommodation and trout tourism
packages is greater. The trip was conducted in one week during mid-
November. This was early in the season in the Nelson areas although
the fishing was good and the tourist bookings were very good. It was
still prior to the best summer fishing at Taupo, and considered – in-
between the summer and the winter seasons. Nonetheless trout
tourism activity was good and reasonable fishing options were
available.

Lake Rotoroa Lodge

This lodge is at the heart of the Nelson region of sub-alpine trout
fishing. From here 26 streams are accessible by road, and another 18 by
helicopter. Some run through farmland in relatively open landscapes,
others run through forested gorges while other larger braided streams
dominate the centre of former glacial outwash plains. Guests who are
not shattered from a days wading and climbing can fish the foreshore
of Lake Rotoroa, a stone’s throw from the Lodge itself.

The Lodge is converted from a 1920s/1930s former hotel in a
rusticated Italianate style in a combination of wood and brick. It is
luxuriously appointed in period furniture, antique fishing artefacts and
prints and paintings. In the words of its web site:

In 1980 the Lodge was meticulously restored, with each of the nine
suites combining the old style elegance and ambience of the 1920’s,
including brass beds and feather quilts, and featuring modern en
suite facilities. [It was ]Originally built as a travellers rest and
abandoned for many years (www.rotoroa.co.nz/theLodge/index.htm). 

I was picked up at the airport by a guide at lunchtime and was
bankside and ready for fishing shortly afterwards. A reasonable
session was fitted in before being taken to the lodge for the first time.
On arrival, the informal character of the lodge was quickly
established, drinks were offered in the bar and introductions were
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made to all fishing guests and partners and staff. This is typical of all
up-market lodges of their kind anywhere.

The owner/staff

The owner and his partner were relatively young people. He was the
owner having made his money in banking in a previous career. He was
not a fisherman himself which I felt ‘showed’ and made it less difficult
for guests to ‘bond’ with him. This common enthusiasm allows
friendships and intimacies to develop quickly in these brief touristic
circumstances. Otherwise he and his partner were very charming,
courteous and friendly. They were joined by a manager a woman
Maggie in her 50s who had also at one point part-owned Tongariro
Lodge and had worked at London Lakes Tasmania. I had a long talk
with her on my first night but it could have been longer – she knew
a lot of important information. She seemed keen to impress on me
the vastly superior fishing of New Zealand. She was sure I would find
this for myself. Not only the vast size of its stream fishery but also the
size of the fish and the fish quality. In addition, she underlined the
superior quality and quantity of accommodation in New Zealand.

The accommodation was comfortable, period, classy stuff — part
Edwardian, part Laura Ashley. There were decent chocolates in a dish
and some kind of fruit liquor-come-schnapps in a decanter. One of the
crystal glasses was chipped….The owner’s partner was from the
former East Germany and she had brought a certain native touch.
Every guest was given their own teddy bear ‘bearing’ welcome and
farewell messages.

As with all good fishing lodges there was a decent drying room, a fly tying
room and a study in which guests could go on-line with their computers. 

The wine list was very good and the bar well stocked. At $525NZ per
night (single; $425 pp double) I was surprised to find wine at table
and all drinks were charged as extras (not cheap either). The food was
prepared by their own chef and was very good, faultless. Home made
after dinner chocos were brought through to the lounge where coffee
and further drinks were served. We were a small party and
(fortunately) all retired to their rooms shortly after dinner.



Other guests

1. US Couple (in early 60s), husband (Brad) only fishing (Senior
University and commercial scientist, retired). They were staying for
a week or more, everyday Brad taking a helicopter to new waters.
Brad very keen to catch bigger, better and more fish each day
putting significant pressure on his guide. Brad very civil but quietly
fanatical, retiring shortly after supper each night to make sure he
was fit for the fishing. They were to move down south to
Christchurch and some non-trout touristic activities before
another intensive burst of fishing later in the month.

2. US lone man (30s). Dick was a merchant banker based in the
Philippines. A quiet, shy but very sharp man, he lacked the
effusive social skills that make others relax in his company. He was
therefore difficult to place at table for the communal evening
meal. He was here for 2 weeks. This was a regular thing with
Dick. He usually had two weeks salmon fishing on the West Coast
of USA and two weeks trout fishing on the East Coast each year.
He had been many times to New Zealand and liked this lodge very
well. Had never fished in Tasmania but was curious.

3. English couple (later 60s) currently living in Trinidad. Both fished
each taking every other day with their guide. He was an architect.
English colonial upper class, good company and at home in these
surroundings. They were also on a long stay in New Zealand and
were moving on after a few days. Has also not heard of fishing in
Tasmania and were impressed by wildlife viewing opportunities.

The fishing

I had three fishing sessions while I was there. I had asked to be taken
to a representative number of locations.
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Day 1

At the owners suggestion the first session took place after arriving at
lunchtime on day 1. A guide picked me up took me back to his place
to change into wet wading gear and to a local arrange to pick up a
licence. All this took about one hour. We were on the water for about
three hours prior to arriving at the lodge for drinks and supper.

The first stream was between Nelson and the lodge and chosen to
maximise our fishing time. We fished a stretch that included 2 upper
forks and a stretch of the main very fast flowing river.

The light was not perfect for spotting fish but we did locate around 5
or 6 fish. None were actively feeding and I began to suspect something
was wrong when weighted nymphs placed perfectly in front of them
were stoically ignored. At this time of year the fish normally feed from
nine am onwards until around lunchtime when the slow down but
even so this seemed fairly unusual. As we proceeded further down
stream the bank was muddier and it became clear that we were not
the first or even the second party to have fished this stretch that day.
One fish was hooked and lost, but I was alerted for the first time that
these waters (and fish) were under some considerable pressure.
Nevertheless the guide who is very experienced and a member of the
Game and fisheries council was annoyed and embarrassed that this
first session was far from impressive.

Day 2

We began on a stretch running through dairy country; lush meadows
with water cress growing in the side creeks; a myriad of electric fences
and cows, this was hardly wilderness fishing. The river was relatively
slow moving at first and the fish we saw early on were wandering
around and not at feeding stations. Around 10. 30 we started
catching fish, good fish between 4.5lbs and 7lbs. Before we finished
fishing this beat we were aware that we had someone spinning below
us and a flyfisher who had somehow overtaken us. Again, it made me
think: I had their best guide who was under instructions to impress
the visitor. But here again we had landed up in crowded
circumstances. By lunch I had caught 4 good fish. The guide was now
more relaxed. He knew this water very well and prior to catching our
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first fish he was not looking at al the water but proceeding to the next
known lies. He created the appearance of looking but it was easy to
see through. 

After a packed lunch that had become cooked and runny in the heat
of the car, we proceeded to what the guide described as a difficult
stretch to get into requiring a fit person who could climb. Basically this
was through a steep gorge which had to be crossed many times in
order to proceed upstream. A further three good fish were caught
along here and many others spotted. Again the guide knew this water
intimately and knew where all the key lies were. This was not off-
putting but in a fishery where catch and release was practised widely
by the guides, it meant that the large fish who come to occupy these
known lies are caught again and again by these guides making it little
different from the much maligned small trophy lake waters in the UK.
Indeed I had that same feeling about this fishing: the trout were all
old hands, there was little of that serendipity required for good trout
fishing.

To all intents and purposes the gorge we fished through in the
afternoon was idyllic in every respect, except for the obvious pressure
it was being placed under. The older fish whom the guide felt should
be killed to make way for younger fitter fish were noticeably poorer
fighters and in poorer condition.

Day 3

Again, at the suggestion from the lodge owner I squeezed in anther
brief session before catching my flight to Taupo at midday. My guide
wanted to take me to his favourite Wairau River, a large, fast-flowing
glacier-fed braided river that follows the straight line of the outwash
plain from the high country all the way north-east to the sea at
Blenheim.

Here the river alters it course after every winter flood and freshet
making it impossible for trout lies to be known in perpetuity. On the
other hand the strength and flow of the river creates an aquatic
geography in which there are few possible place for fish to occupy



easily and the experienced guides home in on these making them only
slightly less domesticated than the other rivers.

The wide, open and exposed nature of these glacial valley bottoms
with their boulders and moraines creates a unique habitat for birdlife
with many geese and sea birds using them to nest in. It also makes
for very exposed fishing conditions and strong down-stream winds.
Although visibility was good the downstream wind was very strong
making casting all but impossible. My guide encouraged me to persist
and we caught several very good fish and lost an exceptional fish.
Whenever one hooks up with these fish they set off down stream in
unstoppable runs and all one can do is to run off after them. These
were sea-run fish of some considerable fitness and power, all in the
6lb plus bracket. We caught three on weighted nymphs and one on
a dry fly.

From what I could tell I had had a reasonable experience and a
reasonable haul of fish. In other words I had experienced the sort of
fishing that typifies New Zealand Brown trout fishing. I was left with
mixed feelings about it. The fishery in its pristine state must be second
to none, yet it did seem to be under far more pressure than I
imagined. As a fit and strong person I was taken to some of the more
difficult and less frequently fished waters. However I was struck by the
relatively difficult nature of these rivers: they are not easy to access;
they are not easy to wade safely; they require above average stamina,
strength and fitness. I did not take a helicopter out to any of the more
remote stretches, but I gathered from talking to guides that even
these are coming under intensive use. The most valuable part of these
sessions was the opportunity to talk to these guides.

The guide

My guide was excellent. He had been a dairy farmer and had recently
planted his land with vines and was growing grapes for a local wine
maker in the fast growing Nelson region –the sunniest in New
Zealand. He was also a member of the regions Fish and Game Council
and so had a wider, informed perspective on the fishery and its
relationship with trout tourism. The following is a summary of views
expressed by him:
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• The rivers in the region are becoming increasingly degraded by
agricultural pollution. The main problem is enrichment from
fertilisers and spillage. This adversely affects the aquatic food
chain and health of the stream. He has noticed a progressive
degrading of some of the smaller feeder streams and some
stretches of river that were in recent years good trout holding
waters. Measures are in place to punish offenders but apparently,
it is difficult to administer. If farmers are hit hard by the trout
industry it risks losing access rights from the farmers. 

• Tourism has grown strongly in the region both from self-directed
tourists and through the lodges. There are now many full-time
guides working most of the season. For some the decline of the
agriculture in the area has encouraged full or part-time guiding.

• Since so many of the clientele who can afford lodge-style
vacations in New Zealand are the retired and relatively elderly,
those rivers where access is good and do not require special
fitness and mobility have come under intense pressure. 

• The above point is important for Tasmania. In comparison with
most of their rivers, our Lakes are relatively more accessible for the
less mobile. Boat fly-fishing requires minimum mobility while most
of our lakeshores are flat and easy to walk.

• Aside from the fact that any one beat may be fished several times
a day thus putting fish down more and more frequently, the fish
themselves are caught and released many many times.

• Catch and release of large mature fish renders them very difficult
to catch, especially as the season progresses.

• Catch and release produces fish in poor condition (regular
fighting damages their bodies and affects their fitness)

• Their main clientele are wealthy Americans and Australians

• In his view the rivers he guides on have reached the upper limit of
use and any further pressure will lead to their further
downgrading. An increasing mileage of rivers has already been
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lost to pollution. However, those who have invested in lodges
seek to put more and more pressure on the rivers.

• Catch and release is a popular ethical and conservation practice
on these rivers (good numbers of large fish are maintained) but
the downside of this is i) progressively difficult to catch fish ii) out
of condition elderly fish. In his view it would be better to clear
some of the older fish out to allow younger, fitter fish to take their
place

• As a result of the above the fishery is changing swiftly. Two
important changes are:

i) more and more intensive pressure on the more remote areas

ii) access and regulation is changing. Formerly access to rivers was
a citizens right through what is know as the Queens Chain.
Land of one chain width on each bank of a river was freely
accessible to all citizens. Such a law means that overfishing is
hard to stop. One way to protect the stretches of river that a
lodge wishes to fish has been to pay the landowners to
withhold access to the rivers that run through their land. If this
was to become generalised then the fishery would become
increasingly privatised along the lines of the British fisheries.
Rivers could be protected in other words by raising the price of
access. In so doing, visitors would lose that sense of wilderness,
Edenesque fishing: increasingly every stretch would become
more managed more commodified and more restricted to the
wealthy.

Tongariro Lodge

Situated on land beside the Tongariro River near to its discharge into
Lake Taupo, Tongariro Lodge is perfectly placed to reap the benefits
of New Zealand’s long history of trout tourism in this lake sub-region.

Some idea of this development can be gauged by the numbers of
businesses that it currently supports. There are over forty fishing
guides; there are at least 24 charter fishing boats; there are 17 motor
inns, 59 motels; 3 exclusive lodges, 10 backpacker lodges, 7 budget
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bed and breakfast establishments, 15 camp grounds/holiday parks
and 7 homestay/farmstay establishments. A drive around the
perimeter of Lake Taupo reveals its strong historical dependence on
trout tourism with the rainbow trout easily the most common symbol
emblazoned on business fronts, pubs and local village signs.

Tongariro lodge began life in 1982 shortly after trout tourism in New
Zealand began to professionalise and expand its international markets.
Modest at first, it opened with just the present day main lodge building
with accommodation for a relatively small number of guests. Its
successful owner was formerly a trout guide who saw the potential to
improve his living from trout tourism: not only did many of the other
guides come to work for him as regular employees but he reaped the
premium accommodation rates that ‘bespoke’ lodges attract. Trout
tourists could also afford the best food and bought the best wines.
Although less up-market than Lake Rotorua, this lodge also has a very
fine cellar with an expert cellarman. The best New Zealand wines are
available and this seemed to me to occupy an important part of the
lodge experience: bottles would be tasted and bought somewhere
between after-fishing cocktails and dinner. Angling guests were
encouraged to form a bar party and later a common dining table, the
owner or the manager performing this host task.

Since the original lodge was built the business has expanded
enormously onto its park-like grounds and beautiful gardens. Growth
of the size of the lodge was achieved in a flexible manner, mainly by
adding additional cabins although some development on the site has
been private dwellings or holiday shacks. There are now some thirty
additional luxury cabins plus more modest conference block
accommodation.

Although trout tourism was the original investment idea, the business
now depends upon a range of winter season ski related guests as well
as an expanded number of other touristic activities. The following was
extracted from their web pages:
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• Hunting

The Lodge is ideally positioned to sample the many hunting and
bird shooting opportunities available in the Central North Island.
Excellent bird shooting for duck, pheasant, turkey, and quail is
available May to August.

Experienced guides provide retriever dogs, guns, ammunition,
and all equipment and transport. Highly experienced professional
hunting guides specialise in free range hunting for world class
Sika deer and red deer stags. Exclusive hunting is available on
100,000 acres of backcountry stations. Hunting is available year
round, guides provide all rifles, equipment and 4WD vehicles.
Helicopter options are also available.

• White water rafting

The Tongariro River is on our doorstep. Raft grade 3 rapids or
enjoy long glides through pristine pools and deep gorges as you
observe wildlife and ancient beech forests. One of our favourites
is the upper river half-day grade 3 trip. All are fully guided trips
with all equipment supplied.

• Scenic helicopter and fixed wing flights over volcanic
craters and lakes

You will really appreciate all the region has to offer when you view
active volcanic craters, deep lakes, snow-fed rivers and bush-clad
ridges from the air.

• Horse trekking through native forests

Enjoy a guided scenic horse trek through native forests in the
Tongariro National Park. Experience the alpine wilderness of New
Zealand’s Central Plateau and stunning views. 2 hour – full day
treks are available catering from beginner to expert.



• Snow skiing

Tongariro Lodge is the perfect aprés ski lodge. The Tongariro
National Park is only 45 minutes away on a fully sealed road. The
Park caters for all levels of skiers and snowboarders and offers
excellent car parking and a free shuttle service. There are 30
groomed trails.

• Jet boating

Experience the thrill of white water as you travel by jet boat on
the Waikato River. An exciting way to see the scenery!

• Hiking

Some of the best tramping areas in New Zealand can be easily
accessed just a short drive from the Lodge. A wide variety of
routes, terrain and scenery cater for all tastes. Native bush, high
country tussock, alpine trails and more are all found within the
Tongariro National Park.

• Mountain biking

Minutes from the Lodge you can enjoy the thrill of high speed
mountain biking through native forests. Hire bikes or take guided
trips. Easy and medium guided trips are available with all
equipment supplied.

The multiple leisure opportunities this site offers has also meant that
it has fared well in its bid to accommodate corporate conferences
from Auckland and Wellington, particularly over recent winter
seasons when local ski fields were adversely affected by volcanic
activity. 

The owner/staff and the lodge

Since this is a much bigger lodge than Lake Rotoroa there is a more
impersonal feel with the owner and staff less involved with guests.
Indeed the ambiance was little different from a standard three-four
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star hotel. Diversification has also undermined the fraternal feel that
anglers often look for in trout lodges.

The lodge itself is a recent wooden construction modelled perhaps on
US styled hunting lodges ie heavy beams, big fireplaces, lots of heavily
varnished treated wood, lots of wall-mounted trophy fish and game
paraphernalia. There is a large and extended dining area adjacent to
a bar, breakfast room and sitting room. I did not feel comfortable just
living in this area and this may be because the only personal space one
can lay claim to is one’s own cabin.

The cabins (all semi-detached) are lightly built of wood, they are
comfortable and well equipped though the furnishings are inartistic
and slightly garishly assembled. There was a deck area that
overlooked the river (just about) but the cabins were so crammed-in
as to create a somewhat jarring holiday camp feel and I saw very little
use of decks.

The food and wine were in the upper band of the mid-market and a
good effort was made to coordinate the accommodation and food
with guides, fishing plans and transfers. Again, one would have
thought wine should have been thrown in at these prices but clearly
wine is a major money spinner for these businesses and they have
little to gain by throwing in decent quaffable wines gratis. 

Other guests

This was very much the early season here and poor local weather may
have resulted in lower than average numbers. However the lodge had
one conference party of about one dozen in from Auckland; there
was one rather obvious honeymoon couple and there were four
parties of anglers including myself. The others were:

1. An Australian couple in their forties who had their own, thriving
it would seem, small manufacturing business in Melbourne. Only
the husband fished and the wife was fairly obviously not that
enamoured with the touristic offering for the non-fishing partner.
They planned to be here for about four days and were going on
to fish on South Island. This pair were Tasmaniaphiles and visited
as often as they could, fishing being a major part of the reason,
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but in their case we have confirmed a more positive outlook for
the non-fishing partner. He had just had a good day on Lake
Taupo catching rainbows as they chased the smelt entering the
Tongariro to spawn. They ate one of these fish that evening and
it tasted truly fantastic.

2. An English couple living in Wales in their late 60s. He had worked
in port industries and they had money but were not wealthy. On
the other hand they were spending a lot of money on travel,
transferring always by air, staying in the more expensive places
and buying the better wines. They were also here for a long time,
at least two months. The husband fished and his wife shopped
and on alternate days they stayed together driving around the
sites. He was intrigued by what I told him of trout fishing in
Tasmania and wondered whether they might venture a trip on
their way home. He had not caught a lot of fish although he had
an enjoyable few days on the Tongariro.

3. An American couple from Chicago he in his late forties she in her
early thirties with no children. He had a small business and they
were very regular trout and hunting tourists in the USA. Well-off
and solvent perhaps but not wealthy. He was a relative beginner
with a fly rod and liked to tell stories of big muskies caught on
spinners. They were staying a few nights in a lot of places and
were heading down to South Island. On my recommendation
they were going to try Rotorua Lodge next. 

The fishing

There were normally three options: to fish the lake from a boat or
shore, particularly the overflow of the river or delta; the Tongariro river
itself or other tributaries and streams; another nearby artificial lake
that, unlike Taupo itself teems with flylife. On the one day I was there,
there was no sunlight to make sight fishing possible on the river and
the wind was too strong to fish at the nearby artificial lake ( that fishes
well at this time). This left fishing for large rainbows on the delta from
a boat. This turned out to involve a dull technique, fishing a smelt
pattern deep on a fast sinking leadcore shooting head line. One cast
it out, let it sink for around three minutes and then stripped it back
in. If the rainbows were there they took the smelt routinely and
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ferociously. Although these fish were big (5-6lbs) and looked good by
any standard, most of them were kelts and pout up a poor fight,
especially against the leadcore lines. It reminded me most of fishing
from the sea: we hardly moved from the main outflow current and
the main skill seemed to be getting the anchorage just right. After a
few minutes we had boat a large number of these and boredom set
in far too early on. The occasional maiden fish added some interest
but otherwise it would have been an extremely dull day – except I was
not there to enjoy fishing but to find out about the fishery. In this
respect having Tim my guide anchored to one spot (and as bored I
myself) meant that I had a golden opportunity to find out about this
fishery and its development and prospects. At the end of the day I had
completely lost count how many fish we caught. Some would have
called this a red letter day, but not I suspect most decent fly fishers.
Tim was hoping that the smelt would be moved to the surface by
schools of raiding rainbows, when it is possible to change to floating
lines and cast to individual fish –obviously involving more skill and
interest. But this didn’t happen. Instead we chatted about the fishery,
his history and involvement and his views about its future. What
follows is a summary of these discussions.

The guide

• Tim McCarthy was an excellent and interested guide despite the
gloomy weather. His father had been one of the first guides in the
area and he had followed him into the profession. He was
currently employed by the lodge an a full-time basis although he
reported that he did not earn good money and that life was a
struggle with a growing family.

• Lake Taupo continues to deliver a good relatively stable trout catch
upon which a significant amount of the fishing is based. Taupo has
no aquatic flora and hence insect food for the trout: they rely almost
entirely upon the plankton eating smelt that were introduced to the
lake earlier in the twentieth century. This ecological relationship
appears to be holding up. As good as this is however, the
opportunities for high quality lake flyfishing is somewhat limited to
lure fishing to points where running fish can be intercepted. Such
fishing can seem monotonous and crowded. There is a more
interesting flyfishing lake nearby but this is not natural.



• The high quality end of the market is the stream fishing, mainly
for rainbow trout. Historically this was an excellent fishery.

• As in the Nelson region, the local stream fishery is being placed
under too much pressure. The lodge and hotel owners have
dramatically increased the numbers of guided guests – as we have
seen in the brief history of Tongariro Lodge – and the fishery has
met its upper limit. There is a something of conflict of interest
between the lodge owners and fishery sustainability.

• Similar pressures as those experienced in the south will, and
perhaps are, resulting in a privatisation by stealth as lodges seek
to secure from farmers, exclusive access to prime waters.

• Most of the guided days were with American clients but the
European quantum is rising as is the number of Australian clients. 

• In his view Americans do not want to fish lakes if there are
streams available whereas people from other fishing cultures are
often just as keen to fish local lakes.

• At Taupo lake fishing whether by boat or from the shore provides
an option for the less mobile angler who cannot fight their way
up a difficult stream – a point that should be emphasised when
one considers Tasmania’s advantages and competitive edge.

Summary

What lessons can be learned from these two case studies? The first is
that they do indeed reveal an absolutely thriving tourist sub-market.
The mood is extremely up-beat in these places; bookings seem to be
effortless; businesses have expanded on original investments and
some fortunes have been made; the trade provides a substantial
labour market in rural areas that is mainly locally owned and where
money circulates locally; these businesses thrive on the basis of
interaction with other tourist businesses and local industry (Maori and
craft tourism and regional wines for example) and these businesses
are now able to move into additional tourist products (eg ski,
conference and leisure). 
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The critical mass of these businesses with their longer historical
accretion and nous have become very good at marketing and
information giving. The trout tourist here is never far from a range of
information disseminating media. A good example of this is the Fish
and Game Council’s production of maps for the self-directed trout
tourist which show very accurately where individuals may access each
river. The access spots have good, well designed signs on the roads;
good stiles and routes down to the riverside and intelligent planning
around generous half-day or full-day fishing beats. These access spots
have been negotiated with the landowners (almost always farmers)
who benefit from this by reducing unwanted damage to their
property or disturbance to their livestock. By comparison there is not
yet this organised trout tourism information born of interaction
between agencies and landowners.

As a result of several decades of what might be called organised trout
tourism, including the original push to bring key American trend-
setters over on familiarisation tours, New Zealand is firmly fixed as a
trout tourism destination within social networks of anglers overseas
and in the trout literature they read. For some it has become a regular
annual ‘thing’ (eg the single American merchant banker based in the
Philippines); for others it is an occasional ‘favourite’ overseas trip (the
Melbourne couple met at Taupo); for still others it has become one of
a global set of destinations worth ‘collecting’ in a lifetime of trout
tourism (the Trinidad-based English couple); finally for the less solvent
or leisured angler it may form part of a retirement dream (the English-
Welsh couple I met at Taupo).

This last point would suggest that it is worthwhile profiling the socio-
demographics of different overseas trout tourist markets. Tasmania is
likely to have appeal for a similar demographic profile even if the
national composition may be different.

Almost as a result of their success over the past 25 years the New
Zealand trout fishery is experiencing problems. Pollution, overfishing,
congestion combine to render the New Zealand wilderness experience
altogether less ‘primordial’ for the visitor. In addition to the natural
infrastructural problems there is the serious problem of an overly
socialised fishery. Catch and release practices combined with intensive
guided angling produces a scarcely concealed familiarity with
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individual fish, occupying known and predictable lies. I experienced
the somewhat routinised march from one known lie to another, from
one known fish to another (many still baring the marks of a very
recent capture) and so on. Of course there is always a new
combination of variable that make such fishing less than completely
predictable, but it was predictable enough for boredom to set in. Add
to this the fact that my stream river skills were stale after ten years
lake fishing in Tasmania, it means that an experienced and more
skillful person might find it even more tame. By contrast, and here is
a point worth emphasising in future tourist marketing, Tasmanian
fishing always has that degree of genuine unpredictability that breeds
the best form of fishing excitement. One never truly knows when or
where one will encounter the fish but the fact that one knows that
they are there in good numbers and that almost none of them have
been caught before (or at the very worst recently), one never ever
generates the bored complacency I experienced in New Zealand. Their
big brown and rainbow trout are not sufficient in themselves to
produce complete fishing excitement (this is the tourism product here
surely) for even these originally wild fish can be managed in a manner
no different from those put-and-take big-fish smallwaters in the UK.

In sum, although it can be seen from a visit to New Zealand that
Tasmania has some way to go in terms of arranging an organised
trout tourism, one can bring back a positive long term outlook. After
all, there is so much fishing here that even substantially increased
numbers will not produce over crowding. Since we are a lake fishery
we will not suffer from the fishery fatigue produced when every
angler has to walk up the same stretches of river bank. In addition, so
much of our fishery is flat, accessible and comfortable for the less
mobile angler who may never even have to wade or walk. Even when
one employs the technology of boats, engines and the like.
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