Her are a few thoughts wearing my academic hat instead of my fishing one.

(1) Brands
These days, we mostly buy brands, not a product.  One definition of a product is ‘a solution to a problem’, though I prefer to see it as an ‘offer’ comprising certain physical characteristics for a given price which nets aneed.  What differentiates a brand is the psychological characteristics associated with that brand such as certainty, excitement, status etc.  People do not buy a Rolex watch to tell the time, rather they buy one to say “I’m a rich sod”.

This applies to fishing tackle as much as anything else.  Mike Connor has already said that when we buy a top brand, we buy ‘reliability’.  I don’t often see many Ladas in the car park at reservoirs, so maybe fly anglers buy status as well as functionality.  I certainly do.


(2) COO, Country of Origin Effect
Before production of household goods was transferred to the far east, many companies undertook market research to determine whether there was a Country of Origin effect, or did the potential customer care about where it was made?  The answer to this has been that most Brits do not care – what we want is lower priced goods.  Visit Stoke-on-Trent and see the devastation caused by the pottery industry moving to the far east.  Most people are happy buying a piece of Wedgwood or Doulton pottery though


(3) Pareto’s law or the 80:20 rule.
For many categories of products, paying 20% of the price will deliver 80% of the performance.  This ratio varies but is frequently true, for example, 10% of Tesco’s customers give it 50% of its profits.  The ratio will also vary from year to year for fishing tackle depending upon changes in technology.

Some thoughts need to be given to the type of user though.  My friend Don who taught me to cast back in 1980 at that time could gently drop a fly to a rising trout at 20 yards using a cheap rod and mill end line.  The key question is “How much further will a rod enable a beginner, intermediated and experienced user to cast a dry fly?”


(4) Price/Performance
VW offers a range of brands to tit a suitable price/performance bracket.  For example Super Economy: Skoda, Economy: Seat. Mass market: VW, Premium:, VW, Audi, Super Premium: Bentley.  It would be helpful if reviewers in written magazine or online articles could provide an absolute  performance rating out of 100 for each rod (plus reels, lines etc.).  Having a comparison rod or ‘benchmark’ for a low cost, intermediate and top end price bracket would also be useful.  We can then buy the rod that has the performance we nee can afford plus the pose value we desire.

Mike F







