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Executive Summary 
In what is believed to be the first major engagement with anglers on the subject, 
fish21 has conducted1 an Angling Baits and Sustainability survey, distributed 
through social media. A total of 405 anglers completed the survey. The full survey 
results and summarised comments are presented in this report. Whilst ground-
baits were included in the survey’s scope, both hard and soft plastic lures were not. 

The central theme running through the survey is a call from anglers for greater 
industry transparency on fishing baits, with the majority wanting to be able to 
make more informed buying decisions, on both the quality and sustainability of 
ingredients. 

The survey was based on the premise that all businesses have an increasingly 
important role to play in producing more environmentally-friendly products; 
otherwise society will not be able to contain climate change, resources will become 
increasingly scarce, and ecosystems further damaged. For all manufactured 
products, this means minimising negative environmental impacts during 
production and use. 

Results suggest that annually, and across all angling disciplines, anglers are 
individually purchasing an average of 42.3 kg of bait and ground-bait. Assuming 
that there are approximately one million regular UK anglers, this equates annually 
to about 42,300 tonnes of combined bait and ground-bait. Whilst this total reflects 
aggregated data, the survey’s results indicate the quantity of bait being purchased 
across the main angling disciplines. For specimen (e.g. carp) fishing, average 
annual purchases were relatively higher at 52.3kg bait per angler. 

Alongside the anglers’ survey, a comparable survey was sent out (using email and 
Facebook Messenger) to almost 200 bait producers – mainly located in the UK, as 
well as within several other European countries. The very low response rate (about 
2%) did not enable any conclusions to be drawn. Instead, these businesses’ 
websites were explored using key word searches on: ‘sustainability’, ‘sustainable’, 
‘environmental’, ‘stewardship’ and ‘responsible’, as a proxy for both awareness 
and activity on environmental sustainability. At the time of writing, less than 5% 
of inspected websites contained any of these search terms. 

  

                                                           
1 Between 26th July and 1st October 2018 
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Many of the issues raised by anglers in this survey have not generally been 
considered, publicly at least, by bait producers. Looking forward, it is hoped that 
the survey’s findings will help to increase understanding of the current position 
and provide a useful starting point for further discussion across the angling 
community. 

fish21 is a value-led organisation working to advance sustainability across the 
recreational fishing sector. Our aims include developing sustainable angling 
solutions for both today’s and future generations, and helping the sector to become 
aligned with the UN’s Global Goals. 

 
  

https://www.fish21.co.uk/
https://sustainabledevelopment.un.org/?menu=1300
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Angler types surveyed 
For surveyed anglers, three angling disciplines 
accounted for almost 95% of responses: 
specimen e.g. carp fishing (61.2%); mixed 
freshwater (or coarse) fishing (26.2%); and 
sea fishing (7.4%.) Predator (e.g. pike) and 
game angling together accounted for 5.2%. 

All reasonable steps were taken to survey the 
broadest audience across the main angling 
interest groups (e.g. mixed freshwater 
[coarse] fishing) however, the high percentage 

of completed surveys from specimen carp anglers probably reflects in part, the sheer 
size of their online social media presence. 

Surveyed anglers fished in a total of 15 different countries: Belgium, Croatia, England, 
France, Germany, Holland, Netherlands, Ireland, Portugal, Scotland, South Africa, 
Spain, Sweden, United States and Wales. The Isle of Man was also represented. 
However, over 90% of angling effort was conducted within the UK. 
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Types of angling baits 
Throughout this report, use of the term 
‘producers’ is taken to include bait: manufacturers 
(e.g. boilies); harvesters (e.g. rag worm); farmers 
(e.g. maggots); and cultivators (e.g. sweetcorn). 

Just over three-quarters (75.6%) of surveyed 
anglers purchased manufactured baits (e.g. 
pellets) which includes ground-baits. The second 
largest purchased type was represented by farmed 
or bred baits (e.g. casters) at 12.6%. 

 
 

 

 

Summarised comments 
160 comments were received from anglers on the main types of angling baits 
purchased and used. Summarised angler comments are as follows: 

• Manufactured baits were dominated by boilies, pellets, particles and ground-
baits. Farmed baits included maggots, worms and snails. 

• Roughly one-tenth of comments were received from anglers who purchased 
ingredients to produce homemade baits. 

• Sea anglers mainly purchased lug and rag worms, squid and some dead-baits. 
Dead-baits were also purchased by anglers for predator (e.g. pike) fishing. 
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• Other household foodstuffs purchased as bait for freshwater specimen and 
coarse fishing included bread, luncheon meat, hemp, sweetcorn, tiger nuts and 
cheese. 

Estimated Bait purchases 
Over half of surveyed anglers (55.1%) purchase between 1 and 5 kg bait and ground-
bait per month, with the most popular range between 1 and 2 kg. A smaller 

percentage of anglers (8.5%) of anglers 
purchase between 10 and 20kg+ per month. 

Each angler (across all angling disciplines and 
bait types) purchases on average of 4.2 kg of 
bait monthly, or based on an average 10-month 
season, 42.3 kg of bait annually. Assuming that 
there are around one million regular anglers in 
the UK, this equates annually to ≈42,300 
tonnes of bait and ground-bait purchased (and 
assumed used.) 
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When compared to the average for all angling disciplines, specimen anglers (e.g. carp) 
purchase a higher average (by almost 24%) of 5.2kg manufactured bait, including 
ground-bait, per month. Based again on an average 10-month fishing season, each 
specimen angler purchases and uses c.52.3 kg manufactured bait and ground-bait per 
year. This suggests c.300,0002 specimen carp anglers in the UK use approx. 15,700 
tonnes of manufactured bait and ground-bait per year. 

 
  

                                                           
2 Figure shown on various online fishing chatrooms, but not verified. 
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Fish diet and wider aquatic-life 
 

 
 
94.6% of surveyed anglers felt that angling 
baits should help to balance a fish’s natural 
diet and also benefit the fishery's wider 
aquatic-life. 
 
 
 
 

 

 
 

Summarised comments 

107 comments were received from anglers on the subject of whether baits should help 
to balance a fish’s natural diet and wider aquatic-life. Summarised angler comments 
are as follows: 

• Anglers identified that they have a responsibility to choose baits beneficial to 
both fish welfare and wider ecosystems, and this is central to both healthy 
fisheries and a sustainable future for angling - cheap baits and ingredients 
were viewed as being detrimental in this regard. 
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• Strong views held that baits should be based on nutritious and readily 
digestible ingredients, excluding additives, to support a fish’s diet and promote 
healthy weight gains. 

• More and better-quality information was needed to inform anglers’ purchasing 
choices. 

• Anglers making their own baits commented that they were able to select better 
quality ingredients and exclude preservatives. 

• Better information would help fishery managers to determine appropriate 
controls (e.g. on tiger nut use and preventing excessive ground-baiting.) 

• There was also recognition by anglers that any discussion on ‘natural’ baits 
needed to be kept in context; for example, a boilie might contain 'natural' 
ingredients (e.g. fishmeal [containing herring and tuna], spices and nuts), but 
none of these are natural in freshwater ecosystems. 

• Concern was also expressed that the use of non-sustainably sourced Krill and 
fish for fishmeal production could have a negative effect on wider marine-life. 

• Some sea anglers also felt that the survey was more relevant to ‘enclosed’ 
freshwater fisheries. 
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Bait purchasing preferences 
 

 
Almost three-quarters of surveyed anglers 
indicated that they are more likely to buy baits 
from producers operating clear environmental 
and/or responsible sourcing policies. Nearly 
19% stated they didn’t know and almost 8% 
said there were not more likely to do so. 
 
 
 

  
 

 

Summarised comments 

81 comments were received from surveyed anglers on the issue of bait purchasing 
preferences from producers operating clear environmental and/or responsible 
sourcing policies. Summarised angler comments are as follows: 

• Concerns were expressed that whilst quality comes at a price, producers could 
use environmental claims to justify price increases, and where it would be 
difficult for anglers to verify associated claims. 

• Brand-name baits were seen by some anglers as already expensive enough and 
where higher prices might be a barrier to entry for lower income anglers. 



Angling Baits & Sustainability 2018 – Executive Summary 
 

 

9 | P a g e  © f i s h 2 1 , 2 0 1 8  

   

• It was also felt to be currently difficult for anglers to make informed purchasing 
decisions on environmental grounds; more product information was needed 
to verify the provenance of bait constituents and to highlight those containing 
responsibly sourced ingredients. 

• Use of environmentally-friendlier packaging (e.g. moving away from single-
use plastics) was seen as important. 

• There was also seen to be a lack of information available to make informed 
decisions on the responsible sourcing of fish species used for dead-baits. 

Ingredient disclosure 
 
86% of surveyed anglers felt that bait 
producers should publicly disclose (e.g. on 
labelling) their product ingredients. Nearly 
10% stated they didn’t know and 4% said bait 
producers should not disclose this 
information. 
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Summarised comments 
94 comments were received from surveyed anglers on public disclosure. Summarised 
angler comments are as follows: 

• The starting point for more sustainable fisheries was seen to be a better 
understanding of what baits / ingredients are allowed to enter waters, and that 
this needed greater transparency on the part of bait producers. 

• Disclosure (on labelling) was also seen as important to assist customers make 
more informed purchasing decisions on environmental and wider (e.g. “which 
products work best”) grounds. 

• Anglers felt a general lack of clarity on what reporting requirements are 
currently placed on bait producers. A number of anglers stated that they are 
aware of the inclusion of ‘use by’ dates and where some bait packaging also 
displayed ingredients. 

• Several anglers commented that since baits typically contained ingredients 
found in human foodstuffs, animal feeds and pet-foods, where public reporting 
was already required, this should also be necessary for fishing baits. It was felt 
that this would help address spurious claims, as well as assist fisheries control 
unwanted bait inputs where restrictions (e.g. tiger nut ban) were in place. 

• Several anglers expressed reasons why they felt manufacturers would not want 
product ingredients disclosed; these included to protect ‘secret’ ingredients / 
recipes, or to prevent attention being drawn to use of cheap ingredients and 
bulking agents, as this might cause anglers to start questioning pricing and 
shop elsewhere. 

• As with processed foodstuffs, anglers felt that whilst ingredients should be 
included in product labelling in order of quantity, exact quantities should not 
be disclosed to protect proprietary formulations. 

• Anglers also felt that baits containing allergens needed to be clearly labelled, as 

transfer from hands to foodstuffs (e.g. sandwiches) could be dangerous / fatal. 
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Responsibly sourced ingredients 
 

 
Of surveyed anglers, 82% stated bait 
producers should use responsibly sourced 
ingredients e.g. sustainable fish and seafood 
from a certified fishery (e.g. Marine 
Stewardship Council.) Just over 9% stated they 
didn’t know and almost 9% said they should 
not be responsibly sourced. 
 

 

 
Summarised comments 
59 comments were received from anglers on responsible sourcing. Summarised 
angler comments are as follows: 

• Strong views were expressed from anglers that responsibly sourced 
ingredients were necessary and part of the angling trades ‘duty’ on 
sustainability. 

• It was felt that responsible sourcing and industry regulation could lead to price 
increases. 

• Differing views existed on whether ingredients needed to be ‘food-grade’ or 
not. 
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• The need for (better) information was mentioned to help inform anglers’ 
decision-making. 

• Concerns were also expressed on the impact that the use of Krill in baits was 
having on marine ecosystems, as well the need for more sustainable practices 
for farmed baits. 

Bait industry controls 
 
Legislation and industry codes of practice 
apply for example to animal feed production. 
Of surveyed anglers over 89% stated that the 
bait industry should also be subjected to 
similar controls. Over 4% stated they didn’t 
know and almost 7% said they should not be 
subject to similar controls. 
 
 
 

 

Summarised comments 

68 comments were received from anglers in relation to industry controls. 
Summarised angler comments are as follows: 

• Considerable uncertainty existed on what bait producers are currently 
required to report by law. 
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• There was a strong feeling that much greater understanding was needed on 
the aquatic fate of baits, as well as controls on what was permitted to enter 
watercourses. This was seen as being beneficial to water quality, fish health 
and the wider environment. It would also help to remove bad practice (e.g. 
using bulking agents such as sawdust, chicken feathers and ash); prevent 
corner cutting (e.g. sourcing cheap ingredients with low nutritional value); and 
regulate the plethora of so-called ‘pop-up’ bait producers. 

• Some anglers felt controls would be detrimental to small commercial outfits 
and that home-made baits should not be controlled. 

• Anglers also felt that they needed to exercise responsible use of baits. 

Willingness to pay 
Of surveyed anglers almost 61% stated that 
they would be willing to pay more for baits 
which are produced to meet environmental 
and responsible sourcing criteria; of which 
two-thirds indicated that they would be 
prepared to pay up to 10% more. The 
remainder (over 39%) stated they would not 
be prepared to pay more. 
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Summarised comments 
139 comments were received from anglers on the willingness to pay more for baits 
meeting environmental and responsible sourcing criteria, as well as the extent to 
which they were prepared to pay more. Summarised angler comments are as follows: 

• Many anglers felt bait is already expensive with high mark-up and where 
further increases could act as a barrier for those on lower incomes. This was 
contrasted with comments on the import of cheap baits from Eastern-Europe. 

• Other anglers felt that quality always comes at a price and would be prepared 
to pay (a little) more for high-quality baits. In particular, for baits exhibiting 
clear labelling and substantiated claims, to enable quality, responsibly sourced 
ingredients and other environmental credentials (e.g. testing on digestibility) 
to be used as differentiators when comparing brands. 

• Anglers producing homemade baits appeared to exhibit high awareness on the 
cost difference between cheap and high-quality ingredients. 

• There was also seen to be an urgent need to establish trust between anglers 
and bait producers. 


