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Results �² Economic Impact

Needs and Challenges

Purpose of StudyIntroduction Recommendations

Developing and Evaluating Trout Stocking 
Strategies: The Case of Bluestone Scenic River

�‡ Improve overall catch rates from 1.3 to 2.0 fish per hour�² slight 
increase will likely be noticeable by anglers

�‡ Increase from 700 fish/stocking to 1,000 fish to increase 
proportion of  trout/catch and catch rate, if biologically feasible

�‡ Educate guides regarding hot spots

�‡ Implement catch and release policy for trout

�‡ Expand opportunities to meet needs of more market segments 
(e.g., social and family groups)

�‡ Focus on promotion in this introductory stage of the 
�S�U�R�J�U�D�P�¶�V���O�L�I�H���F�\�F�O�H

�‡ Use target marketing pieces�² �´�7�K�L�V���L�V���H�[�D�F�W�O�\���Z�K�D�W���L�V��
available here.  It is being management to provide these 
activities, within these kinds of settings.  If you chose to 
visit, you could expect to realize these kinds of beneficial 
�H�[�S�H�U�L�H�Q�F�H�V���´

�‡ Who leads package development?

�‡ Different hubs for different packages, and for different 
times of the year.

�‡ Two packages have been developed by WV State Parks, 
fishing guides (Charlie and Paul Hughes), fish producers (Jake 
Musickand George Cottle), and WVU. 

�‡ Cast and Blast (a social relaxation market segment)

�‡ Horse Wrangler (a family market segment) 

�‡ 13 packages sold at $319/person for Spring 2009�² 8 times 
more expenditures per person than the drop-in format.

�‡ Horse wrangler package was filmed by Curtis Fleming, host of 
FlyrodChronicles, and will air on the Outdoorsman Channel 
in 2009.

�:�H�V�W���9�L�U�J�L�Q�L�D���'�L�Y�L�V�L�R�Q���R�I���7�R�X�U�L�V�P���D�Q�G���1�D�W�X�U�D�O���5�H�V�R�X�U�F�H�V�¶���I�L�Y�H��
year strategic plan (2003-2007) emphasized the importance of 
hunting and fishing.  Previous research indicated that the 
development of fishing packages through public-private 
partnerships can help attract visitors to the state if the packages 
afford higher quality and more eventful experience 
opportunities.  For example, higher catch rates and more 
recreational activities can contribute to more eventful fishing 
packages. Better customer service and larger fish sizes may 
contribute to improved quality. However, for each of those 
production factors, several constraints have been identified 
(e.g., heavy fishing pressure on public water, unequal fishing 
effort at highly accessible stocking locations, declining average 
fish sizes and catch rates, and lack of marketing).  The purpose 
of this case study is to implement and evaluate new trout 
stocking strategies at Pipestem State Park to help address those 
constraining factors.  The Bluestone River at Pipestem State 
Park (Fig. 1) was selected as a test market for this pilot study 
because of its potential to control access and attract anglers 
that seek satisfying catch rates.  This case study will document 
the economic feasibility and marketing potential of trout 
stocking strategies in the park.

Need 1--Improve catch rates to attract customers

Challenge 1--Heavy fishing pressure, uncontrolled access to 
water, and truck following  contributes to low catch rates.

�‡Typical goal for trout catch rate is 0.25 to 0.70 
trout/angler-hour

�‡Ideal catch rate often much higher than 0.70 (e.g., 1.44 
trout/angler-hour) (Miko et al., 1995)

Need 2�² Improve  marketing to attract customers

Challenge 2�² multiple stakeholders (public and private) need 
to work together through co-promotion

Fig. 1 Pipestem State Park (WV) is the center of our test 
market. Four other State Parks and over 200 tourism 
providers are located within 30-miles.

To evaluate the economic feasibility and market potential of a 
rainbow trout stocking strategy for a small segement of the 
Bluestone River (Pipestem State Park Resort, WV).  

�‡Creel survey development

On-site angler interview

Pre-test questions April and October 2008

�‡Interviewer training (Oct. 2008 and April 2009)

3 Concord University Students

2 WVU students

�‡Trout stocking 

~700 fish on10-15-07

~400 fish on 4-30-08

~500 fish on 5-27-08

�‡Angler interviewing at the Lower Tram, Bluestone River

May 3 - June 16 (contacted adult anglers only)

4 days/week during stocking period (including all 
weekends)

87% response rate (N=47)

�‡77% male

�‡Mean age 45 years old

�‡3.5 visitors per group

�‡68% in-state residents (average distance 89 miles)

�‡Family with children (38%), family and friends (13%), friends 
(13%)

�‡Married with children (62%)

�‡Repeat visitor (77%)

�‡Mean nights away from home =1.7 nights 

(1night @ Pipestem)

�‡6.95 fish per visit (46% rainbow trout)

�‡2.89 trout per visit (1.33 kept)

Average size =13 to 16 inches

�‡Hours  spent fishing (mean=3.7 , median=3.0)

�‡Catch per hour (mean=1.78 , median=1.33)

Catch includes 0.76 trout/hour

Method

Implications

Results �² Angler Profile

Results �² Catch Profile

�‡�,�Q�G�L�Y�L�G�X�D�O�¶�V���Z�L�W�K�L�Q���S�D�U�N���H�[�S�H�Q�G�L�W�X�U�H�V�������P�H�G�L�D�Q� ����������

�‡�,�Q�G�L�Y�L�G�X�D�O�¶�V���R�X�W�V�L�G�H���S�D�U�N���H�[�S�H�Q�G�L�W�X�U�H�V�������P�H�G�L�D�Q� ����������

�‡�,�V���L�Q�G�L�Y�L�G�X�D�O�¶�V���W�U�L�S���Z�R�U�W�K���P�R�U�H���W�K�D�Q���H�[�S�H�Q�G�L�W�X�U�H�V�"�������\�H�V� ������������

�‡�,�Q�G�L�Y�L�G�X�D�O�¶�V���Z�L�O�O�L�Q�J�Q�H�V�V���W�R���S�D�\���D�E�R�Y�H���H�[�S�H�Q�G�L�W�X�U�H�V�����P�H�G�L�D�Q� ����������

�‡What degree was fishing the Bluestone a reason for your visit? 
(median=100%)

�‡Willingness to pay per fish caught  ($20)

Existing catch rate (1.3 fish/hour)
Ideal catch rate (2 fish/hour)

�‡Catch acceptability (scale=-3 very unacceptable to 
+3 very acceptable)

Total number of fish, including rainbows (+1.66)

Proportion of catch rainbow trout (+0.46)

Size of largest trout (+1.76)

Variety of species (+1.55)

Color and health of trout (+2.31)


