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INTRODUCTION 

On April 1st, 1973, the Fisheries and Marine Service 

initiated the Georgia Strait Head Recovery Program in which 

sport and commercial salmon fishermen were asked to participate. 

In brief, this is a tagging program designed to eva luate fishery 

contributions and movement patterns of coho and chinook salmon 

released from a number of hatcheries in Georgia Strait and 

Puget Sound. 1 Georgia Strait fishermen participate by returning 

the heads (plus recapture information) from salmon missing the 

adipose fin. The missing adipose fin signals the presence of 

a minute coded wire tag implanted in the nose of the fish at 

the time it was released to salt water. 

The basic success of the Georgia Strait Head Recovery 

Program depends to a very large extent on how effectively the 

program is publicized. Fishermen must know of its existence, 

understand its function and appreciate its importance before 

we can expect to recruit and retain their interest and support. 

It was with this in mind that we undertook to evaluate the 

general effectiveness of our efforts to "reach the public". 

In December of 1973, a questionnaire (Appendix 1) was formulated 

for this purpose and mailed to all those fishermen who had 

contributed heads to th e program since it commenced operation in 

April, 1973 . 

1, In addition, a few wild stocks have been marked. The purpose 
of the head program and how individuals can partic ipate in the 
program are detailed in the second part of Appendix 1. 
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The primary purpose of the ouestionnaire was to 

obtain some feedback on the program from those fishermen 

who had been invo lved in it -- namely, t hose who had turned 

in the heads of adipose - clipped salmon. 

Specifically, we were interested in learning : 

1. Which of the var i ous forms of program advertising 

they had been in contact with. 

2. What they t hou g ht about each of these in te rms -of 

clarity, completeness and gener al effectiveness. 

3. What ideas they had for better publicizing the 

program in the future. 

4. What comments or insi ghts they had about the progr am 

in general. 

This report first deals with genera l feedback by 

respondents on the worth of the prog ram. The following sections 

present results of the questionnaire in terms of p rac tical 

measures we might take to more effectively pre sent the pro gram 

to the public. A summary and recommendations end the report. 

Above all we hope that this report will be of value to others 

planning similar biolog ical programs requiring pub lic participation. 
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IND I CATIONS OF PROGRAM SUPPORT 

One of the primary purposes of the questionnaire was 

to f i nd out how the program was being received and reacted 

to by the public. Although we did not specifically ask 

fishermen how they felt about the value or worth of the 

program, several indications serve to gauge thei r general 

mood of acceptance. 

To begin with, the questionnaire itself was very well 

received. Of the 675 questionnaires mailed, 297 were 

returned, thus yielding the relatively high percentage 

recovery of 44%. This occurred without reminders. 

The majority of people who responded to the questionnaire 

appeared to be overwhe l mingly in favour of the program. 

In fact, the large number of supportive comments received 

were rendered conspicuous by the almost tota l absence of 

negative comments. Even the man who seemed to be against 

Fis heries programs in general, begrudgingly admitted that 

we at l east offer the fishermen "a chance to eat a fish and 

get three bucks to buy a 12 pack of beer in the process". 

Often, respondents openly volunteered comments reflecting 

their interest, enthusiasm and support (see Appendix 2). Such 

comments ranged from expressions of genuine appreciation, 

"What is being done to preserve this fantastic recreation sport 

is very, very we l come -- not just for us alone, but for 
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generations to come" to well-intentioned best wishes, "I 

sincerely hope fishermen will co-operate, as your program 

is an excel l ent one." Most fr equently, respondents 

expressed their appreciation of the direct action and pub l ic 

involvement orientation of the program. 

Quite simply, they were pleased that Fisheries was 

doing something practical and they appreciated hearing about 

it -- "People like to know how their tax dollars are spent and 

the benefits of this program are worth bragg ing about". In 

addition, a gratifying number of respondents expressed their 

support by promising to "spread the word " both verba l l y, 

"This is a really interesting program you have undertaken 

we will try to get more people interested'', as well by 

action -- approximately 20% of the respondents volunteered 

to he l p us advertise the program by putting up posters, 

distribu ting information bulletins, et c. 

ADVERT I SING OUTPUT AND IMPACT 

In this section the relative values of various forms 

of program advertising are wei ghed in terms of both initial 

ou tput (what we put into them) as well as resultant impact 

(what we got out of them). 
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A. Output 

Between the time the program commenced operation in 

April, 197 3 until the actual mailing of the questionnaires 

in December, 1973 the following steps were taken to 

publicjze the program: 

1) Posters - Put up at all our depots (approx. 100 in 
number set up throughout the Strait of 
Georgja) and at surrounding locations (eg., 
post offices, government wharfs, boat l aunch 
ramps etc., see Appendi x 1) 

2) Informatjon Bulletins - Published at the end of each 
of 8 collection periods and majled or dis ­
tributed to: 

a) Head contributors 
b) Collection depots 
c) Fjsheries offices 
d) Fish Companies 
e) Newspapers 
f) Radjo and T.V. Stations 
g) Fishermens' Industry Assocjations 

(including Union Locals) 
h) Fish and Wildlife Clubs and Associatjons 
i) Misc. interested parties 

3) Press releases were sent out along with information 
bulletins to newspapers as we ll as radio and T.V. 
Stations. Extra resource materjal s (photographs etc.) 
were supplied to Lee Straight, Alec Merriman, Ted Peck 
and a number of local new s paper s at the be g inning of 
the program. Lee Straight, Vancouver Sun., Alec 
Merriman, Victoria Daily Colonist and severa l other 
outdoor s columnjsts from smaller newspapers voluntarily 
gave fairly regular reminders to look for marked fish, 
and summaries of results reported jn the bul l et jns. 

4) Specjal Radio Advertisjng - One mjnute paid spot announce­
ments were played on the 
following: 

a) CKWX (Vancouver) - 3 played on Ted Pecks' show 
Aug. 5/73 plu s 1 during the 
morning rush hour Aug. 13/73. 

b) CKNW (Vancouv~r) - played on the aft ernoon of Aug. 10/73 
and the mornjng of Aug. 11/73. 

c) CJOR (Vancouver) - played on the afternoon of Aug. 10/73 
and the morning of Aug. 11 /74. 
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d) CJVB (Vanc ouv er) - Played between 6:30 and 
8:30 a.m. weekdays bet ween 
Aug. 6 and Aug. 17/73. 

e) CKDA (Victoria) - played Aug. 12/73 ad j acent to 
sport fish ing broadcasts. 

f) CHQB (Campbell 
River) - p layed 2 times per day before 

the morning and n oon hour sport 
fish ing broadcasts between Aug. 6 -
17 / 7 3 - (weekdays). 

Free radio exposure via interview : 

a) CKWX - A.W. Argue was intervi ewed on the weekl y 
Ted Peck show on thr ee different occasions betwe en 
May and November, 1 973. Ted Peck often vo l untarily 
menti oned the program and results. 

5) Te l evision - A.W. Argue was intervi ewed on C.B.C. 
Hourglas s news in June, 1973. Film by 
Dick Harve y was used by C.B.C. 

6) Talks A.W . Argue a nd/or S. Heizer gave talks 
on the program to the following groups: 

a) Vanc ouver I s land Wildlife Association 
- Dec. 9/73 and Feb ./73 

7) Other 

b) Parksville Fish and Game Club - Feb./7 3 

c ) Lower Mainland Re g ional Wild l ife 
Associati on - Feb./73 

d) Sport s Fish Advjsory Committee -
March 1 6/73 and Oct. 19/73 

- Depo t operators, Fishery Officers and program 
personnel al l contributed to the advert ising 
of the progr am by way of pe r sonal cont acts 
with fishermen during their no rma l jobs. 
Program personnel spent consi derable extra 
time with depot operators and sports fisher­
men to encourage this kind of adverti si n g. 
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Approximate goods and services and l abour costs of the 

infomat ion outputs totalled $7, 400 (Table 1). This 

represented approximately 20% of the total 1973/74 budget. 

TABLE 1. Publicizing costs f or t he Georgia Strait Head 
Recovery Program 

Goods & Services Labour Total 

1) Posters $400 $1 ,000 $1 ,400 

2 ) Informa tion 
Bulletins 900 2,250 3, 150 

3) Press releases & 
extra material 100 250 350 

4) Radio Ads 500 150 650 

5) Television 300 50 350 

6) Ta lks 50 250 300 

7) Other 
(Persona l Contacts) 1,200 1 ,200 

TOTAL 2,250 5,150 7, 400 
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B. Impact 

On the questionnaire, respondents were first asked 

to specify the initial information source they had been 

exposed to. Their responses aretabulated in Table 2 below. 

TABLE 2. Percent initial exposur~ for 
each information source* 

Information 
Source 

0 Poster (1) 

Newspaper (3) 

Marina Operator (7) 

Word Mouth (7) 

Undecided 

Bulletin (2) 

Radio (4) 

Fishery Officer (7) 

Other 

T .V. (5) 

% Exposure as 
an original source 

25 

17 

15 

1 2 

8 

7 

7 

5 

3 

2 

* % Exposure = The total number of 
Respondents who cjted 
"x" as their original 
source of information 

Total Number of Respondents 

x 100 

0 Numbers in brackets refer to the appropriate 
p ublicizing action described on pages 4 and 5 
and costed in Table 1. 
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The second question on the questionnaire asked 

respondents to list additional information sources that 

they had been exposed to. Table 3 lists re s ponses. 

For an area breakdown of exposure by media source see 

Appendix 3. Specific media sources are detailed in 

Appendix 4 . 

TABLE 3. Percent general exposure for 
each information source* 

Information 
Source 

Poster (1) 0 

Word of Mouth ( 7) 

New s papers (3) 

Marina Operator (7) 

Radio (4) 

Fishery Officer (7) 

Bulletin (2) 

Other** 

T.V. (5) 

% Exposure as 
a General Source 

59 

38 

36 

30 

18 

16 

10 

8 

6 

*% Exposure = The total number Respondents who s t ated they 
had been exposed t o " x" jnformation source x 100 

** Other 

Total number of Respondents 

= Hatchery visits (4 %), 
Magazines (2%) and Exposure through Fish and 
Wildlife Clubs (2%) 

0 Numbers in brackets refer to the appropriate publicizing action 
described on pages 4 and 5. 
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As can be seen from t h e above tables, posters, word 

of mouth, newspapers and Depot Operators proved to be our 

f o ur most effective modes of program a dverti sing -- both 

as general information sources as well as sources throug h 

which peop l e originally heard about the program. 

The relative order o f impact for eac h of these sour ces 

is essential l y t h e same in bot h tab les except for word of 

mouth, which moved to second fr om the number four positi on 

as an original source. This stands to reason if one 

considers tha t wo rd o f mouth requjres time to ga in momentum 

and would probably not hav e b een a pr eva l e nt informat i o n 

source when pe op l e were first learn in~ ab out t he program. 

In a ll likelihood, this form of advertising wi ll qui ck l y 

supersede posters in importance as the program prog resses 

and peoples' awareness of it increases. 

Althoug h we hav e no direct control over word of mouth 

advertising as such, there are individuals in an ideal 

position to personally relay the pro gram to the pub l ic 

namely, Mari na (Depot) Ope r ators and Fishery Of ficers. As 

has already been pointed out, Depot Operators proved to be 

one of our four most effective sources of prog ram exposure. 

However, as is t he case wit h Fishery Offjcers, we would hope 

that their genera l impact o n the p ubli c wi ll increase over 

time. With regard to this, it is strongly re commended that 

every effo r t be made to both sustain, as we ll as increase, 
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the interest and support of these individuals through 

increased personal contact. 

The large amount of newspaper coverag e received by 

the program is exceptionally gratifying considering how 

little actual energy was expended in recruiting newspaper 

support. Of the 24 newspapers who received our bulletins 

and press releases, 12 were specifically cited by the 36% 

of respondents who had been exposed to this form of 

advertising (see Appendix 4). Lee Straight and Alec 

Merriman contributed to relatively large amounts of 

exposure (33% and 19% respectively). Otherwise readership 

was more or less equall y spread amongst the various newspapers. 

Fortunately, the locations of the 12 newspapers cited cover 

all major areas within the boundaries of the program. 

In future it is r e commended that we continue to 

mail bulletins and press releases to e ach of the 24 news­

papers on our mailing list (we have nothing to lose and lots 

to gain) as well as attempt to maintain close communication 

with newspaper columnists such as Straight, Crammond, Merriman, 

etc. In addition, we migh~ look into the feasibility of 

buying advertising space in the mor e p opula r newspapers, e.g. 

putting a small ad beside the tide tables. 
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With re g ard to radio advertising, it is important to 

note that of the respondents who cited radio as an informat i on 

so ur ce, 67% specified the Ted Peck show as the i r exact source 

(see Appendix 4). Only 11 % cited ot her radio stat ions 

(CFCP - 7%, CHUB - 2% and CKLG - 2% ) and the rema ining 22% 

were unspecified. 

Apparently t h e major impact of radio advertising was 

deri ve d from the free expos ur e we r eceived on the Ted Peck show 

rather tha nthe pa id radio a nnouncements we purchased on various 

stations dur ing earl y August . 

If the paid radio ads ha d been particularl y effect i ve 

in alerting s ports fishe rmen to watch for adipose cl ipped 

salmon, we would expect Augu st to have fewer unmarked fish per 

head turned in from the sport catch compared to Ju ly, tak inr­

int o account changes in the true marked fish incidence in 

the catch. In fact, as shown by Table 4 be l ow , the opposite 

seems to have happe n ed . For sport-caught chinook d urin g August 

t here were actually more unmarked fish caught pe r head turned 

in compared to J uly (196 in J ul y, compared to 2 05 in Au gust), 

yet t he actual incidence of marked chinook in the catch, 

as measured by the number of unmarked ch inook per adipose 

clip ·in the tro ll fishery, increased dramatical ly during 

Au gust. For sport-caugh t coho during August ( 1970 brood 

only), there were 20% fewer unmarked coho caught per head 

turned in , compared to July, h owever, the same data for the 

troll catch showed a 14% reducti on in unmarked coho per 
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marked coho. Obviously, little difference is indicated 

between gear types for coho. In brief, these data confirm 

that our paid radio ads were ineffective in stimulating 

greater public awareness of adipose-clipped salmon. 

TABLE 4. 

Month 

Ju ly 

August 

Numbers of unmarked sport salmon caught per sport 
head turned in to depots, and estimated numbers 
of unmarked salmon caught per adipose-clipped 
salmon in the troll catch, for the Georgia Strait 
Head Recovery Program area, Statistical Areas 13 - 19 , 
eastern area 20 - 28 and 29 ABC, (calculations in 
Appendix 5). 

Species Sport Troll 

Chinook 1 96 232 
Coho + 1332 914 

Chinook 205 91 
Coho + 1062 790 

+ 1970 brood 

In the future, it is recommended that we curtail the use 

of paid announcements and concentrate on obtaining free radio 

exposure from any announcers or stations willing to help us 

promote the program. For example, encourage interviews, 

suggest the inclusion of program information and results 

in fishing reports, or look into the area of rad:io station 

sponsorship of the program (e.g. special rewards). 
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Since all the respondents received information 

bulletins from us prior to the mailing of the questionnaire, 

the percentage figure for this primary source listed in 

Table 2 indicates the proportion of respondents who indicated 

that they obtained the bulletin from collection depots prior 

to their catching a marked salmon. As many respondents were 

unspecific in this regard when citing bulletins as a general 

source (Table 3) the genera l exposure percentage should be 

looked upon as the minimum indicat or of exposure to the bulletin, 

accounting only for those who specified depots as their genera l 

source of the bulletin. In order to encourage more people 

to pick up the bulletins at depots, it is suggested that 

"TAKE ONE" notic es be placed beside them on co unter tops. 

The primary purpose of the bulletin is to supply feedback 

on the program to people who a lready know about it (e.g., those 

that have turned in he ads). The best way to jud ge the bulletin's 

impact is to see what people thought about them. Quite a large 

numb er of respondents volunteered comments reflecting their 

appreciation of fue bulletin. A representative samp ling of such 

comments is given below: 

"I like the present system of advertisj_ng, especially the 
information sent out with the reward." 

"I was very pleased to receive the information bulletin, 
it was of a great jntere st to me." 

"The return of printed informatjon was most interesting and 
appreciated (more so than the $3.00 reward)." 
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"We really appreciated the bulletin, and passed it on 
to fishermen friends who will in turn pass it on to 
other interested individuals." 

"It really meant somethinp; to me to find out where my 
fish had come from." 

"I was pleased to find out the hist o ry of my particular 
catch. " 

"I found it interesting, knowing where a ll the fish h ad 
been tagged and caught ." 

"I am a dedicated fan. After turning in one head you 
hav e increased my interest by sendin g me information 
reflecting the objectivity and acceptance of the 
pro e;ram. " 

"My op ini on is that the informa tion bulletin is the most 
effective way of getting people to turn in heads ..... . 
-it gives the best possible explanation of how and why 
your Department wants information on where and when these 
fish are cau~ht. Also,it g i ves the sender a keen sense 
of participation and interest in the outcome of your 
experiments." 

In add i tion to such supportive comments as those listed 

above, many respondents requested that we put them on our 

regular mailing list and/or send them a number of bulletins which 

they muld pass on to friends. In future, it would be a good 

idea, if financially feasible, to continue sending bulletins 

on a regular basis to those people who have turned in heads. 

Alternatively, we mi ght mail out annual or bi-annual summary 

reports. As one respondent commented, "I t would be goo d public 

relations to send further published or mimeographed material to 

those who have turned in heads it would be greatly appreciated. " 
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With regard to other sources of program advertising 

such as T.V., hatchery visits, contact with Fish and Wildlife 

Clubs, etc., it is suggested that, as with all the othe r 

sources of program exposure mentioned, we attempt to do as 

much as possible to increase their relative impact on the public. 

For example, we should suggest to people in our publications 

that they might visit our hatcher ies on their vacations, encourage 

more Fish and Wildlife Clubs and other asosciations to invite 

us to come and speak to them about the program, attempt to 

solicit more T.V. coverage in way of interviews on such shows 

as Klahanie and The Outdoorsman. However, in the case of talks 

we stand the risk of preaching to the converted. 

In general, we got the most advertisin~ value for our 

expenditures from posters, newspapers and ext ra time spent with 

marina operators, Fishery Off icers and sports fishermen. The 

total cost for these,approximately $3,000, seems a much better 

use of a:ivertising mone y than the approximately $1,300 that 

we put into radio ads, film for TV and talks. 
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ASPECTS OF THE PR OG RAM IN NEED OF MORE EXPLANATI ON AND/OR 
CLARIFICATI ON 

Of the people who responded to the questionnaire, 

approximately 30% mentioned various aspects of the program 

which cou ld use further exp l anation and/or clarification in 

the future. Of this gro up, the majority mentioned two 

aspects i n particular. 

A. Where to Turn in Heads 

A number of respondents mentioned that they either had 

troub l e finding out where to turn in a head or had to travel 

a considerab l e distance to do so, usually because they were 

not aware that another depot was nearer to them. Although we 

marked nearby depots on the posters we put up, and had complete 

depot l ists written up in the bulletins we distributed to 

depots, the problem derived from the fact that one would have 

to be at, or in the immediate v icini ty of a depot to obtain 

information as to where the depots were located. This situation 

has been rectifi ed via the inc lusion of the depot list in small 

pocket-size brochures (see Appendix 1) which ~e distributed to 

participants, fishing tack le outlets, marinas, etc. In 

addition, it is suggested that the brochure be stapled onto 

the bottom of our posters to offer people a complete range of 

depots to choose from. As far as t he setting up of more depots 

is concerned, it would be advisable to first find out how our 

present measures succeed before we create extra work for ourse l ves. 
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B. What the Purposes of the Program are 

Many respondents felt that we should further explain 

and emphasize the background, purposes and importance of 

the program. This situation has also been rectified by 

the inclusion of this information in our pamphlets and 

bul l etins , as well as on our posters. Other than perhaps 

offering more information on how exact l y t he fish are 

original l y tagged, no more effort is deemed ne cessary in this 

regard . 

Although there was a very small degree of confusion 

expressed about such things as boundries, a nd what to do 

about undersized fish, the majority of respondents found our 

information to be qu ite satisfactory in terms of both c lari ty 

and comp l eteness. 

C. Suggestions from Respondents 

The su gge stions made by r e spondent s as to h ow we might 

better publicize the program proved to be as varied as they 

were valuable. Certain suggestions, however, did appear more 

often than others. In order of frequency wit h which each 

was mentioned, the 10 most popular sugges t ions were: 

• 
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No. of Respondents who 
suggested 

1. Advertise through fishing tackle 
outlets* 29 

2. Make an effort to get Marina Operators 
and Fishery Officers to help us promote 
the program -- teach them what it's all 
about and ga in their interest and 
support* 20 

3. Print larger, more colourful posters* 19 

4. Put out a small pamphlet or brochure 
on the program* 12 

5. Put more emphasis on the rewards in our 
advertising (e g ., give larger notation 
on poster and offer more publicity on 
bonus draw winners)* 12 

6. Advertise program on radio fishin g and 
marine reports 8 

7. Better publicize the locations of our 
present depots and/or set up new depots* 8 

8. Educate school children about the program 
(e.g. give talks to, mail information to 
Science Teachers and/or their newsletters 
etc. ) 7 

9. Keep people who have turned in heads up to 
date on the program *** 7 

10. Give talks to Fish and Game clubs, etc.* 7 

In addition to the above points, a large number of 

respondents commented that we should simply continue what we are 

presently doing and make an effort to get as much media coverage 

as possible. 

* Denotes that the particular su ggestion listed has already 
been acted upon. 

*** Denotes that measures should be taken. 
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Other suggestions which appeared to be relatively 
popular were: 

1. Advertise program in Sports Fishing Regulationsfi 

2. Give larger r ewards. 

3. Do feature articles for magazines and films for T.V.* 

4 . Print decals and/or bumper stickers. 

5. Expedite rewards. 

6. Promote program during Fishing Derbies (e.g. set booths 
up at marinas, etc. ).* 

7 . Send information to a ll registered boat owners. 

8. Give out prizes such as rods, lures, etc. 

Additional suggestions which occurred less frequently 

but which are nevertheless worthy of consideration: 

1. Have incentive rewards for Marina Operators .*** 

2. Put up reminder signs at depots in addition to our 
posters (i.e. Have You Checked The Adipose Fin?). 

3. Have Depot Operators and Fishery Officers plug the 
program when giving their reports on radio. 

4. Advertise through live bait outlets. 

5 . Post information on ferries. 

6. Advertise next to phone-in marine and weather reports . 

7. Advertise next to tide tables in newspapers.*** 

8. Advertise in Canadian Tide and Current Tables. 

9. Award a " grand prize" at the end of each season. 
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Unlikely Suggestions: 

1. Have a regular Fisheries T.V. Pro~ram. 

2 . "Raise the money for more bonus prizes by making 
everybody buy a $10.00 per year sport fishin g li cence 
and by levying a 1 cent per pound royalty on a ll 
salmon cau ght by commercial fishermen." 

3. "Go back to Spaghetti tags, they 're easier to spot II 
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SUMMARY AND RECOMMENDATIONS 

The questionnaire itself was well received as indicated 

by a return of 297 (44%) of 675 questionnaires mailed. No 

reminders were sent. 

Although the questionnaire only covered those individuals 

who turned in heads we feel that because their responses 

indicate such strong support for this program, that this is a 

valid conclusion applicable to individuals not covered by 

the questionnaire. For example, between December, 1973 and 

June, 1974 we gave over 20 talks o n the pro gram to various 

Fish & Wildlife Club meeting s, Kinsm en's Clubs, etc., most at 

the request of the groups themselves. We were we ll received 

by each group. In brief, from the comments noted in the text, 

it is apparent that people appreciated seeing the "Head Program" 

in action, getting rapid f eedback on purpose of the program and 

on interim results, and being able to participate in the program, 

even if only in a small way. 

The key to success for this program -- get ting heads and 

information from adipose-clipped salmon t urned in -- is public 

awareness and acceptance of the program. To this e nd our first 

year in the "advertising field" seems to have been a success, 

particularly so since it cost on l y $7,400, less than 20% of the 

program budget. Apparent l y our best dollar value for media 

advertising comes from newspapers, particularly sports columnists, 

an~ not from more cost l y or time-consuming sources such as radio 

ads and T.V. film spots. 
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An important point is that the time and money spent 

contacting the news media, plus keeping Depot Operators 

and Fishery Officers informed about the program likely 

accounted for these sources being responsible for close 

to 50% of the respondent's initial exposure to the program. 

In all likelihood, word-of-mouth advertising will super-

sede other sources in importance as the program progresses 

and people's awareness of it increases . 

As noted in the text a number of recommendations 

suggested by respondents have been acted on. For instance 

we now have comprehensive brochures on the program, a 

capsule review of the program in the ''British Columbia 

Tidal Waters Sport Fishery Guide", the 1974 Sun Derby 

gave three special rewards for adipose-clipp~d salmon and 

CHQB, a northern Gulf radio station, had a special summer 

promotion involving adipose-clipped salmon. Other recommendations 

that remain to be acted on are: 

1 . Mail an annual summary report to all people who turned 
in heads, plus those on the genera l mailing list, 

2. In December, 1975 duplicate the questionnaire procedure 
as well as sending questionnaires to known sports 
fishermen who did not turn in heads . Thi s data will 
enable us to spot and cure advertising deficiencies in 
specific areas, 

3. Purchase newspaper advertising space, preferably next 
to outdoors sections, in newspapers that will cover 
areas where returns appear to be less than expected, 

4. Have incentive rewards for Marina Operators. 



-24-

APPENDICES 



APPENDTX 1. QUESTIONNAIRE 
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Name: 

To : GEORGIA STRAIT FISHERMEN WHO HAVE TURNED IN THE HEADS 
OF ADIPOSE CLIPPED CHINOOK AND COHO 

The basic success of the Georgia Strajt Head Recovery Program 
depends to a very large extent on how effectjvely the program 
is publicized . Quite simply, if people know about jt - it works. 
If they don't - jt doesn't. Wjth thjs jn mjnd, we are very 
interested in .hearjng about how y ou jnjtjally learned about the 
program; how effectjvely you f eel the program has been advertised 
thjs far; and h ow you think we mjght better publicize the program 
in the future. Please take a few mjnut es to fill out this 
questionnaire. Yourfeedback would be · very much appreciated. 

1. How djd you fjrst l earn about the pro gr a m? (Check one only. 
If you can remember, please specjfy the exact source within 
the category you se lect. For example jf you chose "a" 
you might specjfy "The Sun, Lee St rai ght's column" or if 
you chose "b", you mi ght specjfy "CKWX , Ted Peck's Show" 
etc.) 

a) Newspaper 

b) Radj o 

c) T. V. 

d) Poster 

e) Informatj on Bulletin 

f) Marina Op erator 

g) Fishery Officer 

h) Other (please specjfy) 

2. In addition to the source from which you orj g inally learned 
about the program, have you been exposed to any other informa­
tion sources ljsted jn questjon #1? If so, please spec ify. 



-26-

3. Of the various forms of program advertising that you have 
been in contact with, which would you say is the most 
effective in terms of actually getting people to turn in 
heads? (Please explain) 

4. Do you feel that there are any aspects of the program (j .e. 
what it's all about,how and where to turn in a head, 
boundaries,species,rewards, etc.) which could use more 
explanatjon and/or clarification jn the future? 

5, Please use the space provided for any comments or insights 
you may have about the program jn general. Specifical l y, 
we would ljke to know how effectjvely you feel the program 
has been advertjsed thus far and also how you think we might 
better publjcize jt jn the future 
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Note: We would great ly apprecjate your help in advertisjng the 
Head Recovery Program . We have posters and jnformatjon bulletins 
available if you have a place to display thero. Please phone 
Steve Heizer or Tony Gould at 666-6383 (call collect jf you live 
outsjde of Vancouver) and we wjll majl you the material. 

Please return this questionnajre as soon as possjble u si n g the 
enclosed postage-paid envelope. 

Thank you. 
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WHAT IT'S ALL ABOUT 

As part of an ongoing hatchery evaluation program, 
several million chinook and coho sa lmon have been 
released from Georgia Strait and Puget Sound hatcher­
ies carrying coded wire tags implanted in their snouts. 
As an identifying external mark, each salmon has had 
its adipose fin removed prior to release. When you 
turn in the head of an ad ipose clipped salmon, Fisher­
ies extracts the tag from the nose cartilage and reads 
it under a microscope . 

The coded data on the tag reveals such information as 
where and when the salmon was released, its size at 
release, what feed it received in the hatchery and the 
agency responsible for its release. Combined with the 
information you supply us as to where, when and how 
the salmon was caught, we will eventua lly be ab le to 
establish: 

1) Which hatcheries· stocks contribute to which Geor­
gia Strait fisheries. 

2) The tota l contr ibut ion of each hatchery to Georgia 
Strait fisheries. 

3) General migratory habits of Georgia Strait and 
Puget Sound hatchery salmon. 

4) The relative success of various hatchery diets, re-
lease times and sizes of fish at times of release . 

In practical terms, this information wi ll supply us with 
the " How T a's" for producing more and healthier 
sa lmon for Georgia Strait fishermen. For example, the 
identification of hatchery stocks that produce resident 
ch inook and coho, along with a k now ledge of where 
and when these fish are caught, wi ll enab le us to focus 
hatchery production on those groups of fish which will 
likely provide maximum benefits to specif ic inside 
fisheries, or to Georgia Strait fisheries in general. 
Information o n the re lative success of hatchery d 1ets, 
release times and sizes of juveniles at time of release 
is important to the extent that these factors contribute 
to ultimate residency in Georgia Strait as well as sur­
vival to a catchable size . By evaluating these practices 
at each hatchery site we should be able to opt1m1ze 
residency and su rvival and hence produce more 
chinook and coho salmon for Georgia Strait fisheries. 

HEAD RECOVERY AREA 

Puntledge 
Hatchery 

ISLAND 

\ 
' ' 

BRITISH 

COLUMBIA 

•• Environment Canada 
Fi sheries and Marine 

GEORGIA STRAIT HEAD RECOVERY 
A Salmon Hatchery Evaluation Program 

WANTED 

The head of any coho or chinook salmon caught in 
Georgia Strait (waters east of Sheringham Pt. and 
so uth of Hardwicke I sland) which is missing its adi­
pose fin. 

REASON 
The missing adipose fin signa ls the presence of a coded 
wire tag implanted in the nose of the fish . 

PROCEDURE 

Missing 
A dipose Fin 

If your sa lmon is missing this fin, cut off the head and 
turn it in to the nearest "Head Depot" (see list) . Do 
not attempt to find o r remove the tag yourself' 

REWARD 
If the head is found to contain a tag , Fisheries will 
send you $3.00 (plus information on your fish) and 
enter your name in a $ 100.00 bonus draw (2 awarded 
per collection period). 
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APPENDIX 2. SOME QUOTES OF SUPPORTIVE COMMENTS 

VOLUNTEERED BY QUESTIONNAIRE RESPONDENTS 

I think you people are doing a very important and worthwhile 
job . 

I think you are doing a great job, it is something that 
should have been done a long time ago. 

I am heartily in favour of the program. Congrat ulations and 
success are my thoughts and hopes. 

I think the program is very good and hope more is done for 
the fish in the future. 

I am pleased with the program and the Fisheries real success. 

I think this program is very good and effect ive . 

I am happy that the B.C. Fisheries has suc h a pro gram. 

This program is good -- I like it very much. 

I think the program is exce llent. Keep up the good work and 
I will co-operate. 

I be lieve it is a tremendous program. Keep up the good work. 

The program in general is good, and I hope it continues 
throughout the next few years. 

I think the program is a good one, and should be continued. 

I think the program has merit. Please continue the work 
started and I wish you every::uccess. 

The public is pleased to note direct action by t he Department. 

I think your program i s we l l worth the while ... it is nice 
to see that someone in this great country of ours is doing 
something constructive for a change. 

We know a great many fishermen who are very interested in 
what you are doing, and anyt hing else that is any advantage 
to sport fisherme~. 

I think the pro gram is a good one and the fac t t hat it should 
increase the catch of salmon makes it very popular with sports 
fishermen . 

The real sportsman will a lways pay attention to all avenues 
which may help to improve stocks of salmon. 

I t hi nk this program is very goo d and effective ... the result s 
a r e going to be very important to fishermen and marina operations 
in the f uture. 
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- You should emphasize how important this program is for our 
future pleasure . 

- Fishermen who care about the great natural resource we 
all enjoy so much will be more apt to get involved once 
they realize what is trying to be done. Keep up the good 
work. 

- Hopefully this program will give you the research information 
you need to restock the great fish resources. 

- The program i s n ow s trictly dependent on the sense 
of responsibility which each indiv idual possesses. 

- I cannot see why a reward is nece ssary. People who really 
fish for pleasure are only too g lad to co-operate in any 
way with a program designed to improve t heir fishery. 

- There is no doubt in the minds of sports fishermen as to 
the value of the program. It should however, be more 
financially self-supporting through a sa lt wate r yearly 
anglers fee. 

- Make mor e information availab l e to the fisherman who 
is really concerned about his sport a nd the future of it -­
emphasize the real va lu e and imp ortan ce of the program and 
fishermen would take a greater interest i n it as well as 
in sports fisher y its e lf. 

- By bring ing fi s h e rmen' s at tenti on to the fact that the 
fish they are catching come great distances from their 
hatchery streams, you make us aware of the basic inter­
dependence of one area on anothers resources. 

I think it is a very good program. It is important to know 
where the fish are coming from and h ow we ll the hatcheries 
are doing . 

- Personally I think the program is an excellent idea and 
the information you return to persons turning in the heads 
is also a good point . I f ound it very interesting to find 
out where t he fish had been relea sed and also the information 
regarding the number and type of fish caught in different 
a rea s. 

- I think the program is a wonderful thing and appreciate 
the follow-up information once a head is turned in. 

- I found information about the program very e nli ghtening and 
suggest that anyone able t o get to Fishe ri es with a tagged 
head d o so. It would give people a better understanding of 
what you people are trying to do. 
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APPENDIX 3. GENERAL BREAKDOWN OF SPECIFIC MEDIA SOURCES CITED 
BY RESPONDENTS 

NEWSPAPERS (Of the 36% who were exposed t o thi s form of 
Advertising % had as their exact 
source) 

Van . Sun : Lee Straight ............... . ............ 33% 
Viet. Colonist: Merriman ..... . .................... 1 9 
Misc . ............................................. . 17 
Ladysmith - Chemainus Chronicle .................... 7 
Nanajmo Free Press . . . .... ......... . ................ 7 
Campbell River Courier ........ ............... ...... 5 
Coast News (Sechelt) ............................... 4 
Upper Islander ..................................... 4 
Powell River News ............. . .................... 2 
Comox Valley Free Press: Gord Pa lmer ............... 2 
Penninsula Times ........................ .. ......... 1 
Van. Province: Crammond .......... . ................. 1 

RADIO (Of the 18% who were exposed to thj s form of 
Advertjsing % had as their exact source) 

CKWX: Ted Peck .................................... 67% 
MISC ................................................ 22 
CFCP (Fi sh Reports) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7 
CHUB ( Nanaimo) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 2 
CKLG (Van.) ........................................ 2 

TELEVISION (Of the 6% who were exposed t o thjs form of advertising 
% had as thejr exact source) ---

Misc. . ....................................... ..... . 6J% 

Hourglass .. ........................................ 11 

u. s ................................... . ........... . 11 

Chan 12 (Powell River 6:30 P.M. 
Summer Fish Reports) ... . 6 

Klahanie .................................. . . ..... .. 6 

Outdoorsman . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 5 

MAGAZINES (Of the 2% who were exposed to thi s form of 
Advertjsing % had as their exac t source) 

B.C . Outdoors ...................................... 12fo 

Western Fish & WildUfe ............................ 50 

Western Fisheries .. .... ... .. ....................... 37 
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APPENDIX 4. BREAKDOWN OF SPECIFIC MEDIA COVERAGE BY GENERAL AREA 

! 
' AREA NEWSPAPER NO RADIO N01. T.V. NO. MAGAZINE 
i 

Lower Sun (Lee Straight) 18 iCKWX (Ted Peck) 20 Hourglass 1 Western Fish & 
Main l and I Wild l ife 

Province (Crarnmond) 1 !Misc. 4 Kl ahanie 1 
Coast News l i Misc. 1 
Misc. 3 ' 

Gib sons Sun (Lee Straight) 4 CKWX (Ted Peck) 2 
Sechelt Coast News 3 

Penninsula Times 1 
Misc 

Powe ll R. Sun (Lee Straight) 2 CKWX (Ted Peck) 1 Chan. 1 2 
(Summer 
Fish 
Reports) 1 

Powe l l R. News 2 CFCP 1 Misc. 1 
Misc. 3 Misc . 1 

Victo r ia Colon ist (Merr iman) 1 4 Misc. 2 Hou rg l ass 1 West. Fisheries 
Mi sc. 5 U.S . St a -

t i on 1 B.C. Ou tdoo r s 
Misc . 1 West. F i sh & 

Wi l dlife 

Duncan Colonist (Merr i il)an) 3 
Cro f ton 

NO. 

3 

1 

1 

1 
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APPENDIX 4. BREAKDOWN OF SPECIFIC MEDIA COVERAGE BY GENERAL AREA (Cont'd) 

AREA ! NEWSPAPER NO. RADIO No. I T.V. 
i 

NO. MAGAZINE NO 

Ladysmith Sun (Lee Straight) 2 CKWX (Ted Peck) 3 
Chemainus Colonist (Merriman) 2 Misc. 2 

Lady -Chem . Chronicle 6 
Nan.-Free Press 1 

Nanaimo Sun (Lee Straight) 1 CKWX (Ted Peck) 2 
Colonist (Merriman) 1 CHUB 1 
Nan.-Free Press 6 Misc. 1 
Misc. 2 

Qualicum Colonist (Merriman) 1 CKWX (Ted Peck) 1 Misc 1 
Parksville 

Courtney Sun (Lee Straight) 3 CKWX (Ted Peck) 2 Misc. 1 West. Fisheries 
Comox Comox Va lley Free 2 CFCP (Fishing 

Press Report) 3 
Misc. 1 Misc. 1 

Campbe ll Sun (Lee Straight) 4 CKWX (Ted Peck) 2 Outdoors- 1 
River man 

c. River Cour i er 5 CKLG 1 Misc. 3 
Upper Is l ander 4 
Misc. 1 
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APPENDIX 4. BREAKDOWN OF SPEC I FI C MEDI A COVERAGE BY GENERA L AREA (CONT'D) 

AREA I NEWSPAP ER NO. RADI O NO T .V. NO~ MAGAZ I NE NO. ! 

Gu l f Sun ( Le e Straight) 1 
I s l ands Lady- Chern. 

Chronic l e 1 
Misc. 1 

Outside Sun (Lee Straight) 1 CKWX (Ted Peck) 1 Misc. 1 
B.C. U.S. 

Station 

Unspec- Misc. 1 CKWX ( Ted Peck) 2 Misc. 2 !West, Fisheries 1 
i f ied Misc. 
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APPENDIX 5. DATA AND METHODS USED TO CALCULATE UNMARKED: 
MARKED RATIOS. 

Appendix Tables 1 to 3 below g ive the basic data 
necessary to calcu l ate: 

1) numbers of unmarked sport caught salmon per 
sport caught head turned in to Sport Depots, 
and, 

2) estimated numbers of unmarked salmon per 
adipose c l ipped salmon in the troll catch. 

Table 1. Numbers caught during July & August of 1973. 

Month Species Sport Troll 

Chinook 21229 15788 
July Coho 42644 54114 

Total 63873 69902 

Chinook 30866 11 234 
Coho 28716 27909 
Total 59582 39143 

August 

* Areas 1 3 to Eastern Area 20, 28, 29ABC; source: 
Fisheries Service annual publications of sport 
and commercial catch statistics. 

Table 2. Number of Voluntary Head Returns at Head Depots 
from Sport & Troll Fishermen 

Month Specjes Sport Caught Troll Caught 

Chinook 1 08 0 
July Coho 35 (3)+ 1 

Total 14 3 1 

Chinook 1 50 1 
August Coho 49 (22) 1 

Total 1 99 2 

+ Of 35 coho heads returned in July, 32 are 1970 brood and 
3 are 1971 brood. 
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Table 3. Troll catch sampling at Norpac Fjsheries Ltd. 
during July & August, 1973. 

Sorting Tabl e Recount by Fisheries Sampling 

No. No. No. 
I 

No. · 
Month . Species Counted Adipose Counted Adipose ! Count/Clips 

( c) Cljps (R) CJ ip s : (R/Mr 
( I\/[) (Mr ) 

Chinook 7774° 2 + 3* 1369+ 5 273.8 
July Coho++ 26308 2 + 2 4256 4 1064 .o 

Total ' 3 4082 4 + 5 5625 9 
' 40 + 4237 8 529.6 Chin~~k 5592 10 

Coho 11922 3 + 4 7386 5 1477.2 Aug. 
Total '. 17510 43 + 14 11623 3 

I 
I 

I 
I 

* Number of pre-tags turned in by troll fishermen and found 
by sorters at the sorting table. 

0 7774 "unmarked" chinook examined by Norpac sorters, two 
adjpose clips and three pre-tags found by Norpac sorters. 
Pre-tags are adjpose-c lipped salmon found initially 
by trollers who tje head tag labels to the fjsh then 
sell it to Norpac fjsh camps. 

+ 1369 of 7774 chinook re -examined by Fisheries sampling 
crew, 5 adipose clips found by Fisheries crew. 

++ All coho counted are from the 1970 brood 

Table 4. Unmarked to marked sport ratjos based on 
catch & return data from Tables 1 & 2, 
explanatjon of calculations below 

Month Specjes Sport Ratio 

July Chjnook 196 

) 

Coho 1217 (1332)* 

August CM nook 205 
Coho 585 (1062)* 

*Unbracketed ratio includes 1970 + 1971 broods for coho, 
bracketed ratjo for 1970 brood only. 

Crew 
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Table 5. Unmarked to marked troll ratios, exp lanation of 
calculations below. 

Month Species Troll Ratio 

July 

August 

+ 1970 brood 

Chinook 
Coho+ 

Chinook 
Coho+ 

232 
914 

91 
790 

1) Calculation of the sport catch of unmarked fish per head 
turned in by sport fishermen (Table 4) is determined by 
simply dividing the sport catches (Table 1), less heads 
turned in (Table 2) by the number of heads turned in. 

eg. for 1970 brood coho in July 
(42644-32 )/32 = 1331. 6 

This is a maximum estimate of the true unmarked: marked 
ratio in the sport catch as it is highly unlikely that all 
adipose-clipped salmon caught by sport gear are turned in. 

2) To determine the unmarked catch to adipose-clipped ratio 
for troll gear (Table 5) it is first necessary to 
estimate the total number of adipose clips in the troll 
catch. Sampling for this informati on was carried out at 
the Norpac Fisheries plant on Commissioner Avenue in 
Vancouver. 

Let: 

C = numbers Norpac sorters examined for marks (marks 
are excluded) . 

M = number of adipose clips found by sorters in C 
(adipose clips plus pre-tagged adipose clips). 

R = numbers that were resampled by Fisheries 
personnel 

Mr = number of adipose-clips found in the recount, R, 

R/Mr = number of salmon in the recount per adipose-clip in 
the recount , 
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Then estimated number s of adipose clips missed by sorters, Miss, 
equals, 

Miss =(C - Rj' (R/Mr))+ Mr 

= Mr C/R ............... • .. · · · · · · · · · · · · · · · · · · • · • · · · · • 
( 1 ) 

and estimated total number of adipose clips, Mt, in the count, 
C, equals, 

Mt = M + Miss . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . ( 2) 

Then estimated total numbers of adipose clips in the troll catch,Mc, 
equals, 

Mc = troll catch (Mt)/C ............. (3) 

We assume that head-off salmon from voluntary head returns 
by troll fjshermen (Table 2) are passed through normal commer­
cial channels and thus have an equal probabiljty of being 
sampled by NORPAC sorters, or by Fisheries personne l in the re­
counts, as have salmon with no -adjpose c ljp s or with adipose­
clips and head-on. Thus M and Mr. include these head-off adipose­
cljpped salmon, but do not jnclude heads voluntari ly turned in 
by tro llers at head depots. 

Now from Mc and the troll catch, the estimated number of 
unmarked fish jn the troll catch per adjpose c lip in the troll 
catch is sjmply, 

Estjmated No. unmarked fish =~roll catch - Mc/Mc) ... (4) 

Estimated numbers of unmarked sa lmon per adipose clip, for 
the troll catch, appear jn Table 5. Below are sample calculations 
for chinook caught during July. 

R/Mr = 1369/5 
= 273.8 

Miss = 7774/273 .8 
= 28.3 

Mt = 5 + 28.3 
: 33,3 

Mc = 15788 (33,3 )/7774 
= 67.8 

Estjmated No. 
unmarked ch jno ok = 15788 - 67.8· /67.8 
jn July per adjpose 
cljp = 231.8 


