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INTRODUCTION
Camping is universal. It remains one of the most popular,  
affordable and accessible pastimes in North America.

Now, as this report shows, there are more campers than ever  
before. Camping is making inroads into every ethnic group and  
age category in North America. It matters not if you are a senior 
citizen or a member of the millennial age group, the desire to  
get outside – and share the experience – is increasing.

In the past, camping seemed to be the preferred leisure activity  
for mostly white North Americans. Now, that dynamic has shifted.

More and more Hispanics, African Americans/Blacks and those  
of Asian descent are finding camping to be their solution to stress  
and the lack of quality family time.

For many North Americans, camping is the way they 
choose to connect with family and friends.  
The vast majority (85 percent) plan to 
continue to camp at least as much or 
more than they have in the past. 
Add that to the fact that the rate of 
campers camping with children is 
now 50 percent and growing,  
and it’s easy to see that everyone 
wins when children and their 
parents share time in the outdoors.

That all bodes well for the fight 
of the health and fitness of future 
generations, as well as for the future of 
camping. Children and young adults are being 
introduced to camping at an ever-increasing pace and 
they, in turn, will bring their own children camping in the future.  
The long-term viability of camping as a primary leisure activity has 
never been brighter.
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Keep  close  to  Nature’s  heart . . .  and break clear  

away,  once  in  a while ,  and cl imb a mountain or spend  

a week in  the  woods.  Wash your spir it clean.

J O H N  M U I R

“
”



KEY F INDINGS
The incidence of camping in North America remains stable, but there is an 
increase in frequency of camping trips among those who already claim to be 
active campers. 
Tent campers are showing the greatest change in their camping outings, with nearly twice as many 
stating they are taking longer outings (increased camper nights in 2016, compared to 2015), 
though fewer trips in number. And 3-in-10 campers overall intend to increase the number of trips 
they take in 2016; almost half (46 percent) intend to spend more nights camping.

Access to technology is generating 
more mobility.
Campers who go online to check emails 
while camping spend on average three 
additional vacation days camping 
compared to those who do not check emails. 
The use of technology is most common 
among millennials and non-white campers. 

Campers who check their email while 
camping are much more likely to spend 
additional nights camping. This reinforces 
the thought that technology is allowing 
campers who struggle to leave their devices 
behind to now stay connected and enjoy 
camping more without the anxiety of being 
“disconnected.” 

Expectations for free Wi-Fi are dramatically impacting campground selection.
Campers who expect free Wi-Fi Internet service are three times more likely to be influenced in 
their campground selection by the presence of free Wi-Fi at a campground. In particular, African 
American/Black campers are most likely to be influenced by free Wi-Fi, while both Hispanic and 
African American/Black campers are most likely to expect free Wi-Fi at campgrounds. Somewhat 
surprisingly, millennials (those born between 1981 and 2000) are no more likely to be influenced by 
(nor expect) free Wi-Fi when compared to older campers.

Non-whites are responding to efforts to promote public campgrounds.
The proportion of camper nights spent at state/national park campgrounds increased by 5 
percentage points among Hispanic campers, 7 percentage points among African American/
Black campers and fully 10 percentage points among campers of Asian descent. Also, while not 
dramatically larger, non-whites spent a higher proportion of their overall camper nights specifically 
in national parks when compared to white campers. By a 2-to-1 margin, campers say that they prefer 
public to privately owned campgrounds, and once again non-whites are more likely to express a 
preference for public campgrounds.

About 1-in-5 new campers are comprised of African American/Black campers, 
the majority of which are also millennials. 
Additionally, 31 percent of new campers camp in some type of cabin accommodation, a rate well 
above the overall rate. New campers however, are a much less engaged group of campers, having 
spent only about one to three nights camping in their first year of camping, and do not value many 
of the benefits of camping that are observed among lifelong campers. And 20 percent of new 
campers have no intention of camping again in 2016, but that still results in a net increase in the 
incidence of camping of 4 percent for the coming year. 
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Among millennials, ethnicity is much less of a factor in determining both 
attitudes toward camping, as well as behavior. Overall, 10 percent of non-white 
millennials are new to camping this year.
The research suggests that there is a “flattening” effect among millennials where many of the 
differences that are observed between ethnic groups are much less pronounced among these 
younger campers.

Notably, their intent to visit different places and attractions is nearly identical for 2016 among all 
millennials, including visits to our U.S. national parks.

Both white and non-white millennials are in agreement regarding the benefits of camping, 
including escapism, camping as a group, blowing off steam and having organized activities on-site.

There are very few differences between white and non-white millennials regarding the impact of 
camping on time with friends or family, reducing stress or relationships.

For more on Millennials ... see page 21.

While same-sex households comprise only 1 percent of all U.S. households, 
they represent 5 percent of camper households. Also, almost 4-in-10 same-sex 
camper households include children, well-above census figures for same-sex 
households where only 2-in-10 report the presence of children.

Interest in the different types of accommodations is high, especially regarding 
cabins. Fully half of all campers expressed a desire to camp in a cabin at some 
point in 2016. 
Campers with children in the household are most likely to want to try new/different 
accommodations in 2016.

Outdoor recreation plays an important role in what campers are seeking while 
camping, but, based on age, are split in their view toward the relationship 
between camping and recreation. 
Campers are almost evenly split in the importance they assign on-site recreation; millennials are 
twice as likely as mature campers (those born prior to 1946) to say that on-site recreation activities 
are important. Also, half of millennials view camping as the primary activity, and recreation is a result 
of camping while older campers are more likely to view camping and recreation as linked. One-
fourth of millennials say that they use camping as a way to participate in outdoor recreation. And 
millennials are also most likely to leave a campground to participate in different activities in the area, 
with half leaving to participate in outdoor recreation. 
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Camping is viewed as 
strengthening relationships, 
reducing stress, increasing 
physical activity and helping to 
combat childhood obesity.
These views toward camping are  
strongest among this year’s contingent of 
Hispanic campers, but especially among 
African American/Black campers who 
appear to be not only gaining in numbers 
overall, but are also establishing strong 
attachments to camping.

The barriers to camping are 
relatively consistent over time, 
with finances, time, and access to 
gear listed as barriers for campers 
in the younger age groups. 

More campers (almost half) are 
now self-described “weekend 
campers,” which may be a result  
of fewer North Americans taking 
their full paid vacation time. 
According to a study conducted by the 
market research company GfK, workers  
are taking far fewer vacation days  
compared to historical numbers.  
However, about 3-in-10 campers indicate 
that camping allows them to either use 
fewer vacation days, or be able to spend 
more time vacationing each year.

In 2014, campers were highly 
optimistic that decreased gas 
prices would allow them to  
camp more often (88 percent),  
visit new areas (89 percent)  
and travel farther from home  
(84 percent). 
The reality is that while actual levels of 
participation fell below expectations, 
substantial proportions of campers were 
dramatically impacted by decreased gas 
prices with 79 percent camping more 
often, 77 percent visiting new areas and 
70 percent traveling farther from home. 
For 2016, 4-in-10 campers say that savings 
in fuel prices will have a positive impact on 
their travels.

Looking at the year ahead, there is 
a net 25 percentage point increase 
of campers who intend to increase 
trips in 2016, compared to the net 
9 percentage point increase of 
campers who intended to increase 
trips in 2015. 

A majority of campers look forward to sleeping in 
their own bed after a long camping trip, even more 
than taking a shower or going online. There is an 
obvious age difference in terms of post-camping 
priorities, with older campers much more likely to 
seek the comfort of their beds.

Fully one-fourth of millennials are most excited to log 
on to Facebook, watch Netflix or eat fast food/take-
out after camping rather than shower or sleep  
in their own bed.

W
hat are you most excited for after a long camping trip? 

9%

7%

10%
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Active Camper Households
As first noted in last year’s 2015 North American Camper Report, the proportion of households that 
camp at least occasionally has risen by 6 percentage points since 2012 (from 38 percent to  
44 percent the past two years).

Still, the proportion of campers who camp each year is relatively constant, and stands in the 28 
percent range (up from 24 percent in 2012), +/- 5 percentage points on a year-to-year basis 
depending on external factors such as the economy, weather, access and individual situations such 
as household finances or change in marital status. 

Additionally, there is an increase in the proportion of campers who camp most frequently (3+ times 
per year), which aligns with overall trends in campers taking more weekend vacations.

The overall incidence of camping has improved modestly since last year, but in terms of overall 
estimates, there were 1 million households new to camping in 2015.

The estimated number of households who camp annually has increased by 1.2 million additional 
households since last year and within that group, the frequency of camping has also increased. 

SUMMARY OF  SURVEY RESULTS

2 0 1 5  A n n u a l  C a m p e r s : 
2 8 , 6 0 0 , 0 0 0  o r  2 8 %  o f  a l l  U . S .

2 0 1 4  A n n u a l  C a m p e r s :  
2 7,4 0 0 , 0 0 0  o r  2 6 %  o f  a l l  U . S .

WHO IS  CAMPING?

New Campers
There was a net increase of 5 percent new campers in 2015; 3-in-10 campers are lifelong campers, 
while 6-in-10 report sporadic camping over the years.
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Demographics

C A M P I N G  I N C I D E N C E  B Y  R E G I O N
Camping incidence is highest in the Western Region of the U.S. (but has dropped slightly since 
last year) and lowest in the Northeast (yet shows a minor increase). Among Canadian residents 
surveyed, incidence has also dropped slightly, but still remains higher than the U.S. overall.

As with last year’s survey, there are numerous similarities between U.S. and Canadian campers. While Canadians are more likely to 
camp overall, economic factors appear to be impacting the RV sector of camping in particular, with both RV sales and overall intent  
to purchase an RV among Canadian residents lagging behind the results among U.S. campers. 

• As noted above, with RV sales currently lagging in Canada, it may not be surprising that Canadians are much  
less likely to say that they would like to try camping in a motorhome, fifth wheel or travel trailer, and also  
less likely to say that they intend to purchase an RV in the future;

• Canadian campers tend to shy away from groups, reporting that they are much less  
likely to camp with friends or extended family;

• Decreased gas prices are less of a factor in the Canadian market, with campers 
significantly less likely to say that gas prices impacted their camping trips in 2015;

• Canadians are less likely to bring electronics with them while camping,  
stating that they are significantly less likely to bring a smartphone, laptop,  
GPS or fitness tracker;

• They are also less likely to use social media as a way to post pictures/videos, 
updates and “check-ins”;

• Canadians are less likely to go online while camping, reporting that free Wi-Fi has less of an impact on their campground  
choices and are less likely to expect free Wi-Fi at private campgrounds; and

• Canadian campers are less optimistic about their future camping trips, being substantially more likely to say that they will take 
fewer trips in 2016, which may be tied to their decreased attachment toward camping, having much weaker associations 
with the benefits of camping for children, but also as a way to reduce stress and reconnect with nature and the outdoors.

A CLOSER LOOK AT CANADA

R E S I D E N T S  W H O  C A M P  AT  L E A S T  O C C A S I O N A L LY
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I N C I D E N C E  B Y  E T H N I C I T Y
For 2015, incidence among non-white groups is slowly moving upward, but what’s most notable  
is that among new campers for 2015, the incidence closely matches census figures, with nearly  
1-in-5 new campers reporting African American/Black ethnicity.

C h i l d r e n  i n  h o u s e h o l d
Campers are much more 
likely to have children 
living in their households 
than are U.S. residents 
overall, and it appears as 
though there is an increase 
in camping among 
households with children. 
Camping appears to be 
growing in appeal as a 
family activity, which is 
supported by these results 
showing that camping 
with children is increasing 
at a rapid pace.
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I N C O M E
Over time, campers have transitioned into more 
of a middle income bracket. Since 2012, the 
proportion of campers in the lowest income 
bracket has dropped by 5 percentage points, 
while the proportion of campers in the highest 
income bracket has also dropped 5 percentage 
points. This results in the proportion of campers 
in the $25,000 to $100,000 income categories 
showing a net increase of 10 percentage points 
over the past three years (from 56 percent in 
2012 to 66 percent in 2015).

A G E
The age of campers is in line with general census information, although the trend appears to be 
growing numbers of younger campers, primarily in the 35-44 age group.

C A M P I N G  A N D  S A M E - S E X  H O U S E H O L D S
Overall, same-sex households comprise less than 1 
percent of all households in the U.S., yet represent 
5 percent of all camper households. Additionally, 
while only 19 percent of all same-sex households 
in the U.S. include children, twice as many same-
sex households who camp also include children 
(38 percent). It is also worth noting that camper 
households are substantially more likely to include 
children overall, suggesting that camping is a popular 
activity for all families, regardless of composition.

Camping is a popular activity among same-sex 
households, with same-sex households five  
times more likely to be campers than within the 
general population. 

Within the general population, households with 
children are more likely to camp. This is even 
more pronounced with same-sex households with 
children; same-sex households who camp are twice 
as likely to include children in the household than 
those who don’t camp.

Both attitudes toward camping and actual 
camping behavior among same-sex households  
and all other households follow similar patterns  
with no distinguishing differences observed 
throughout the research.    

S a m e - s e x  h o u s e h o l d s

C a m p e r  h o u s e h o l d s  
w i t h  c h i l d r e n

*Results are based on the  
   2010 U.S. census of households.
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NEW
 CAMPERS

About 1-in-5 new campers are comprised of African American/Black campers, which is 
being driven mostly by millennials. It is also important to consider that the distribution of 
new campers is much more aligned with overall population (census) figures for ethnicity 
than are lifelong campers.

New Campers

Additionally, 31 percent of new campers 
camp in some type of cabin, a rate well 
above the overall rate. New campers 
however, are a much less engaged group 
of campers, having spent only about 
1-3 nights camping in their first year of 
camping, and do not associate many of 
the benefits of camping that are observed 
among lifelong campers (they are 
significantly less likely to “strongly agree” 
with any of the key benefits associated with 
camping). And 20 percent of new campers 
have no intention of camping again in 
2016, but that still results in a net increase 
of 4 percent for the coming year. Four-in-10 
intend to increase their camping in 2016.

New campers:

• Are less adventurous, being highly 
unlikely to venture too far out, with  
3-in-10 camping within 50 miles of  
their homes;

• Are more likely to prefer full services 
when camping;

• Are more influenced by and likely to  
expect free Wi-Fi;

• Started camping because of other 
people getting them interested;

• Are unlikely to consider camping as the 
primary activity (versus recreation); and

• On average, leave seven vacation days 
unused, which is three days more than 
other campers.
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ETHNICITY AND CAMPING

In 2015, we are seeing a continued rise in the diversity of campers, with incidence among 
non-white groups slowly moving upward.
Importantly, among those who are new to camping in 2015, about 1-in-5 identify as African American/Black, but 
what’s most notable among new campers for 2015, is that the incidence closely matches census figures. Also, fully 
1-in-10 African American/Black and campers of Asian descent are new to camping in 2015; only 15 percent  
of campers of Asian descent identify as lifelong campers.

Non-whites are responding to efforts to get them into public campgrounds. 
The proportion of camper nights spent at state/national park campgrounds increased by 5 percentage points 
among Hispanic campers, 7 percentage points among African American/Black campers and fully 10 percentage 
points among campers of Asian descent. Also, while not dramatically larger, non-whites spent a higher proportion 
of their overall camper nights specifically in national parks when compared to white campers. It is still worth noting 
that among camper segments, and even though the percentage has increased, African American/Black campers 
still spend the lowest proportion of their overall camper nights in public campgrounds.

By a 2-to-1 margin, campers say they prefer public to privately owned campgrounds. Once again, in what may be 
the start of a change in attitudes toward our public facilities, non-whites are more likely to express  
a preference for public campgrounds.

Overview

E t h n i c i t y  a n d  w h e r e  c a m p i n g  n i g h t s  a r e  s p e n t

When asked what destinations they plan to visit in 2016, Hispanic campers are most likely to express an interest 
in our public campgrounds, while African American/Black campers are as likely as any other group to say that 
they intend to visit these locations, once again reinforcing the idea that some of the barriers that were previously 
perceived among these campers may be breaking down over time. 

D e s t i n at i o n  p l a n n i n g  f o r  2 0 1 6
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ETHNICITY AND CAMPING

I m pa c t  o n  C a m p i n g  D e c i s i o n  ( %  G R E AT  D E A L  O F  I M PA C T )
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ETHNICITY AND CAMPING

A g r e e m e n t  w i t h  s tat e m e n t s  a b o u t  c a m p i n g  ( %  s t r o n g ly  a g r e e )
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ETHNICITY AND CAMPING
I m pa c t  o f  w i - f i  o n  c a m p g r o u n d  s e l e c t i o n

Use of technology among non-white campers continues to outpace that of white campers, especially for online 
access, though specific usage (e.g., social media usage) is relatively equal among all campers. Still, non-white 
campers are much more heavily influenced by free Wi-Fi at campgrounds.

W h at  s m e l l  i n s ta n t ly  r e m i n d s  y o u  
o f  t h e  o u t d o o r s  ( o r  o f  c a m p i n g ) ?

It is interesting to note that there is a 
dramatic difference in the smells that 
different campers associate with the 
outdoors and camping. While almost 
two-thirds of white campers mention  
a campfire, Hispanic campers are 
most likely to say something else such 
as fresh air or trees and flowers. Even 
more dramatically, African American/
Black campers are more likely to 
associate fresh air with camping 
than a campfire, and equally likely 
to associate the smell of trees and 
flowers. This result may be driven at 
least in part by higher proportions  
of Hispanic and African American/
Black campers living in urbanized 
areas, having the smell of fresh air 
or trees and flowers being a more 
poignant association with the 
camping experience.
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ETHNICITY AND CAMPING

Profile of Hispanic Campers
This past year, Hispanic campers grew in size a 
modest amount, but appear to be forming a larger 
part of the overall camper landscape. Indeed, 
Hispanic campers are now 8 percent of the overall 
camper market (up 2 percentage points since 2014), 
and represent 11 percent of all new campers. Newer 
campers among Hispanics are highly likely to be 
younger (millennials), representing one of the fastest 
growing segment among campers.

Overall, Hispanic campers: 

• Are the group most likely to camp in a tent for 
family camping and least likely to stay in a cabin 
while camping, yet are highly likely to want to try 
out a cabin in the coming year;

• About one-fourth of all Hispanic campers have 
only started camping within the past few years;

• Once camping, they appear to be 
hooked, given they are the subgroup of 
campers most likely to say they intend  
to spend more nights camping in 2016;

• Their preference is for public campgrounds, 
devoting close to half of their camper nights 
in national or state park campgrounds and 
importantly, the vast majority of Hispanic campers 
claim that they would like to visit state and national 
parks in the coming year;

• Camping trips are for family vacations, and they 
tend to change locations frequently;

• Hispanics share their camping experiences 
with others, as they are most likely to camp with 
children, their siblings, their parents, grandparents 
and extended family and are also most likely 
to share their camping accommodations with 
children and siblings. Multi-generational camping 
is most common among Hispanics, with 75 
percent of all Hispanic households camping with 
one or more additional generations of family 
members;

• This past year, their increased camping can be tied 
to savings in gas, being the group of campers most 
likely to attribute traveling farther from home and 
camping more often on decreased gas prices;

• Fully one-third of Hispanic campers say that 
camping allows them to spend more time 
vacationing (but tend to leave more than 
six days of vacation time unused);

• Use of technology is in line with other campers 
(or in some cases higher), primarily smartphone 
usage, and they are highly likely to go online while 
camping, and expect free Wi-Fi at privately owned 
campgrounds;

• Hispanic campers are more likely than other 
campers to use social media for “checking in”  
at a location, and especially posting pictures  
and/or videos;

• They are most likely to use some type of mobile app 
or online resource in their trip planning;

• Their first camping experience was likely to be as 
part of a family vacation, and their first trips were  
in tents;

• Given the higher levels of pick-up truck ownership 
among Hispanic households, fully 1-in-5 state that 
they would like to purchase a pick-up camper; and

• Time constraints and family members who do not 
want to camp represent the primary barriers to 
camping more often (and few suggest that they 
have no desire to camp more).

Profile of African American/Black Campers
African American/Black campers also represent 
a growing segment of the camper population. 
Even though growth among all campers is only 
1 percentage point (from 7 percent to 8 percent 
currently), African American/Blacks represent nearly 
1-in-5 new campers, with one-fourth of African 
American/Black campers starting to camp in the past 
few years. 

O t h e r  N o ta b l e  F i n d i n g s
RV camping is still less popular among non-white campers, with Hispanic campers and campers of Asian descent 
more likely to stay in tents, while 3-in-10 African American/Black campers stay in cabins.

Camper nights are highest among whites, with Hispanics camping close to the same number of nights. Campers 
of Asian descent camp the fewest nights annually however, all non-white campers were more likely to report a net 
increase in camping nights and/or trips for 2015.

African American/Black and Hispanic campers express a much greater enthusiasm for camping overall, stating that 
camping is a way to spend more time with friends and family, reduce stress and be more physically active. They are 
more likely to say that they were heavily impacted by wanting to spend more time with family or friends, explore new 
areas, improvements in the economy and gas prices. All non-white campers were more likely to say that camping 
allows them to spend more time vacationing each year.
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An important consideration among African 
American/Black campers is that in 2014, they 
spent nearly equal proportions of their camping 
nights camping on private land or parking lots as 
they did in state or national park campgrounds. 
There is a noticeable uptick in their stays at 
public campgrounds for 2015, which could be 
due at least in part to efforts to attract more non-
white campers to our state and national parks.

African American/Black campers are :

• Likely to camp in tents, yet importantly, are 
the group most likely to stay in cabins while 
camping, yet are also most likely to want to try 
camping in a motorhome in the coming year;

• African American/Black campers spend the 
lowest percentage of their camper nights 
in state or national parks, and express a 
preference for privately owned campgrounds;

• They are highly likely to camp with children 
and are the subgroup most likely to camp as 
part of a larger group of people;

• Camping nights increased, but the number of 
trips were less likely to increase, primarily due 
to a change in the types of trips they took this 
past year, which included taking fewer trips, 
yet staying longer during their travels;

• About 8-in-10 said that decreased gas prices 
allowed them to visit new campgrounds, see 
new attractions and camp more often in 2015, 
while anticipated savings in fuel prices may 
extend their travels in 2016;

• As first observed last year, African American/
Black campers are most likely to bring 
along electronics while camping, including 
smartphones, they are significantly more likely 
to bring a laptop computer, tablet, GPS and 
fitness tracker;

• Social media usage while camping tends to 
include posting updates, checking on friends 
or family and researching the area where they 
are staying;

• They represent the group most influenced by 
free Wi-Fi at a campground and are likely to 
expect free Wi-Fi, which is used for such tasks 
as looking up trail information, researching 
areas, and getting campground information;

• The need to use technology among African 
American/Black campers is due at least in part 
to a lack of family, friends and past experiences 
to rely on for information, as they have the 
lowest rates of using their social circles or 
experiences in their camping decisions (but 
have the highest usage of social networking 
sites such as Facebook);

• Are highly likely to seek campgrounds that have 
organized activities, citing the importance of guided 
nature walks, hiking, etc., and are most likely to be 
physically active while camping;

• Their first interest in camping was likely to be sparked 
by other people, and they are the group least likely to 
associate their first camping experience with a family 
vacation;

• Among all groups, they are most likely to have started 
camping in a cabin, yet are most likely to aspire to 
some type of RV, most likely a motorhome; and

• African American/Black campers express the strongest 
opinions surrounding the benefits of camping for 
children, as well as stress reduction, emotional well-
being and spending more time with family.

Profile of Campers of Asian Descent
Even though campers of Asian descent represent only  
5 percent of the overall camping population, they 
account for 11 percent of new campers in 2015. More 
than a third of campers of Asian descent started camping 
the past few years, though they are also one of the 
least avid camper groups, spending the fewest nights 
camping annually.

Campers of Asian decent are:

• Highly likely to camp in a tent, least likely to camp in 
an RV, but also most likely to say that they would like 
to try a family camping tent in the coming year, and 
another one-fourth express a desire to try camping in a 
motorhome;

• They are most likely to express a preference for public 
campgrounds, and spend far and away the highest 
percentage of their camper nights at state or national 
park campgrounds (almost 60 percent);

• They are highly peer oriented, stating that their friends 
tend to be sources of information, and most stating 
that they camp with friends at least occasionally;

• Even though gas prices impacted a large percentage 
of campers of Asian descent, they are the group who 
are least likely to report being impacted by a decrease 
in gas prices;

• While they are highly likely to go online while camping 
primarily to research new areas, they are less likely 
to use social media for posting pictures/videos or 
updates;

• They are least likely to have strong opinions about 
camping, suggesting a lower emotional association 
with camping in general, and are less likely to cite 
strong views on the benefits of camping, but are 
significantly more likely to use camping as a means to 
participate in outdoor recreation activities (with the 
exception of fishing as they are least likely to say that 
they enjoy fishing as a recreational activity).

ETHNICITY AND CAMPING
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WHERE PEOPLE  ARE  CAMPING
Distance from Home
Campers are relatively split, with about half traveling less than  
100 miles from home and the remainder traveling more than 100 miles.

Overall, about three-fourths of campers stay within 200 miles  
of their homes.

H O W  FA R  D O  P E O P L E  T Y P I C A L LY  T R AV E L  T O  C A M P ?
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Camper Nights
Campers appear to be adjusting their expectations for camper nights based on their experiences 
the previous year. Notably, camper night estimates for 2014 are nearly identical to what campers say 
are their typical nights in 2015 and what was experienced in 2015.

N i g h t s  s p e n t  c a m p i n g

Since last year, campers report spending a greater proportion of their camper nights at state or 
national park campgrounds.

W h e r e  a r e  c a m p e r  n i g h t s  s p e n t ?
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Types of Trips
When considering the types of trips campers are taking, weekend getaways and family vacations 
are favored by a majority of campers, showing an increase over 2014. Recreational outings have also 
increased over last year. 

w h at  t y p e s  o f  t r i p s  a r e  p e o p l e  t y p i c a l ly  ta k i n g ?
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Millennials and camping

Among millennials, it appears 
that ethnicity is much less of 
a factor in determining both 
attitudes toward camping, as 
well as behavior, though 10 
percent of non-white millennials 
are new to camping this year.

A comparison of white versus  
non-white millennials reveals very 
few differences in their behavior and 
attitudes toward camping. Most 
notably, many of the differences 
noted in this report based on ethnicity 
are among the older generations, 
which appear to be dampened 
among this generation of campers. 
A review of the results shows that 
millennials are:

• Most likely to choose a  
campground based on its 
atmosphere (versus location).

• Most likely to view camping as the 
primary activity when compared to 
participation in outdoor recreation, 
yet are most likely to say that on-site 
recreation is important to them 
when staying at a campground.

• The group most likely to stay in 
tents (71 percent).

• Far and away most likely to say that 
they plan to spend more nights  
and trips camping in 2016, and  
were most likely to say that their  
trips changed in 2015 to either 
shorter trips, but more of them,  
or fewer trips, but more nights  
spent camping.

• Most likely to bring a  
smartphone camping.

• Most likely to use social media 
for sharing photos or videos, 
researching new areas, checking in 
at a location and posting  
status updates.

• Most likely to say that they like to 
camp as part of a group and use 
camping as a way to blow  
off steam.

• Most likely to report that their 
increases in camping are impacted 
by wanting to spend more time 
with friends or family, exploring new 
areas, increased free time, and  
friends or family wanting to camp 
more often.

I N T E N D  T O  V I S I T  I N  2 0 1 6

C A M P I N G  N I G H T S  P L A N N E D  F O R  2 0 1 6

I m pa c t  o f  c a m p i n g  ( %  “ g r e at  d e a l  o f  i m pa c t ” )

A g r e e m e n t  w i t h  s tat e m e n t s  a b o u t  c a m p i n g  
( %  s t r o n g ly  a g r e e )
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A more closeup view of the different types of accommodations reveals that while family camping 
tent usage is stable, there is an increase in those who are using smaller, more portable tents.

How people  ARE  camping
Accommodations
A comparison to the 2012 and 2014 results indicates that there appears to be some changes on the 
horizon based on different types of accommodations. While the most recent results show an uptick 
in tent usage overall, among new campers for 2015, 3-in-10 are staying in cabins.

P r i m a r y  a c c o m m o d at i o n s
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When asked what types of accommodations they would like to try, fully half of all campers 
mentioned a full-service cabin, which may include a full bathroom and kitchen facilities.

A s p i r at i o n s  f o r  N e w  A c c o m m o d at i o n s
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Millennials and Gen Xers are much more likely to say that they would be interested in trying 
out a tent in 2016, while older campers tend to be more established in their accommodations 
preferences. Millennials who currently camp in RVs are highly likely to also want to try out some 
other type of RV, while those in tents still wish to continue to tent camp. 

D i s ta n c e s  n e w  c a m p e r s  t r av e l e d  t o  c a m p  i n  2 0 1 5
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Introductory Accommodations
New campers in 2015 are much less likely to have started camping in a tent when compared to 
longer-term campers. Notably, 3-in-10 state they camped in a full-service cabin (28 percent) or  
rustic cabin (3 percent). Life-long campers are most likely to have started their camping in a tent. 
These results indicate that there may be a changeover in how incoming campers are introduced  
to camping.
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W h at  d o  t h e y  va l u e  m o s t  i n  a  c a m p g r o u n d ?

Campground Offerings
Clean bathrooms are the most important part of staying at campgrounds. There is a strong uptick in 
the percentage of campers who are seeking self-guided recreation (e.g., picnicking, bird watching, 
kite flying, bicycling, walking/hiking, swimming pool, wildlife observation, biking, canoeing).
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Campers are most motivated by the quality of the campsites when selecting a campground, 
followed closely by the location. Still, millennials are equally motivated by both the quality  
of sites and campground atmosphere, while baby boomers and mature campers lean toward 
location as a motivator.

I M PA C T  O N  C A M P G R O U N D  D E C I S I O N

R E C R E AT I O N
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Who They’re Camping With
About two-thirds of U.S.-based campers say that they camp with other generations of campers, 
which in most cases includes children. However, Canadian campers are much less likely to report 
multi-generational camping. But if they do, it is most likely with children as well. 

M u lt i - g e n e r at i o n  c a m p i n g

Overall, whites are as likely to camp solo or with a significant other as they are with other 
generations within their families. But among the different ethnic groups who camp, Hispanic 
campers are significantly more likely than whites to say that they camp with other generations, most 
commonly either just their children, or their children and their parents. African American/Blacks are 
also more likely to include multiple generations in their camping.

M u lt i - g e n e r at i o n  c a m p i n g  b y  e t h n i c i t y
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Gen Xers are most likely to camp with other generations, with fully half saying they camp only with 
their children. Notably, 1-in-5 millennial campers indicate that they camp only with their parents.
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Camping With Pets 
The incidence of camping with pets is down slightly when compared to last year. Still a majority of 
campers bring along pets at least some of the time.

Among pet owners, the greatest barriers to including their pets in camping are that the pets don’t 
like to travel, or simply due to convenience.
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The Role of Technology in camping

Mobility and Vacation Days 
The median number of vacation days spent camping is five, or roughly one-third of campers’ total number of 
vacation days; campers are likely to leave a similar number of vacation days unused.

These results indicate that campers spend approximately five of their vacation days camping, four days on other 
types of vacations and leave five days for rollover or simply unused.

It also appears that campers are more likely to use their vacation time, whether it is for camping or other 
activities, when compared to the overall population. A recent study by GfK indicated that as many as 41 percent 
of Americans did not take any vacation time in 2015, compared to only 14 percent of campers.

Still, 1-in-5 campers say that camping allows them to spend more time vacationing each year.

T e c h n o l o g y  c a m p e r s  b r i n g  w i t h  t h e m  w h i l e  c a m p i n g

Nearly all campers state that they bring their smartphone or cell phones along with them when camping,  
while there is a marked increase in campers bringing a tablet/iPad/eReader.

U s a g e  o f  S o c i a l  M e d i a  W h i l e  C a m p i n g
The usage of social media is greatest for sharing photos or videos of camping experiences, though an equal 
proportion of campers use social media for researching an area.
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The Role of Technology in camping

Checking/sending emails while camping has dropped significantly, while expanded usage for information 
about local attractions, researching destinations, looking up trails and video streaming have all increased.

Access to technology may be promoting greater mobility among campers. Indeed, campers who go online to 
check/send emails spend on average three additional days camping when compared to those who do not.

H O W  c a m p e r s  a r e  u s i n g  t h e  i n t e r n e t
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Mobility and Vacation Days 
The median number of vacation days spent camping is five, or roughly one-third of campers’ total number of 
vacation days; campers are likely to keep a similar number of vacation days unused.

These results indicate that campers spend approximately five of their vacation days camping, four days on other 
types of vacations and leave five days for rollover or simply unused.

It also appears that campers are more likely to use their vacation time, whether it is for camping or other 
activities, when compared to the overall population. A recent study by GfK indicated that as many as 41 percent 
of Americans did not take any vacation time in 2015, compared to only 14 percent of campers.

Still, 1-in-5 campers say that camping allows them to spend more time vacationing each year.

T e c h n o l o g y  c a m p e r s  b r i n g  w i t h  t h e m  w h i l e  c a m p i n g

The Role of Technology in camping

I n f l u e n c e  o f  F r e e  W i - F i  o n  C a m p g r o u n d  S e l e c t i o n
Perhaps being influenced by a more open discussion about the benefits of “disconnecting,” the influence of 
free Wi-Fi has dropped since last year. However, expectations for free Wi-Fi are dramatically impacting overall 
perceptions of the influence free Wi-Fi has on campground selection. Most notably, campers who expect free 
Wi-Fi are significantly more likely to be influenced by the presence of free Wi-Fi at a campground.

i m p o r ta n c e  o f  b e i n g  c o n n e c t e d  w h i l e  c a m p i n g
Having cell phone service is important to almost two-thirds of campers (with 4-in-10 saying it is “very 
important”), while about one-third cite the importance of Wi-Fi (20 percent saying “very important”).
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WHAT PEOPLE  DO WHEN THEY’RE  CAMPING
Activities
Campers are highly likely to include some type of recreation during their camping trips (essentially 
all campers say that they participate in one or more activities), with close to 4-in-10 campers saying 
that they take camping trips specifically to participate in outdoor recreation (e.g., boating, fishing, 
hunting, etc.). However, campers in general are split in their view toward the relationship between 
camping and recreation, with some saying camping is the primary activity, and others saying 
recreation and camping go hand-in-hand. Still, fully half of millennials view camping as the primary 
activity, and recreation is a result of camping while conversely, older campers are more likely to view 
camping and recreation as cohorts.

Even though recreation activities still tend to be popular, there is a general drop-off in levels of 
participation among campers. 
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Younger campers tend to gravitate toward the more active recreational activities such as biking/
mountain biking, sports and running while older campers are more likely to participate in more 
sedentary activities such as scenic drives and visiting historical sites. It is worth noting that some 
of the drop-off in the participation in the different activities can be attributed to lower rates of 
participation among older campers (including Baby Boomers).
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WHY PEOPLE  ARE  CAMPING AND THE 
IMPACT/BENEF ITS
Escapism
First noted in 2015, for many, camping is a form of escapism, a way to relax and deal with the stress 
of everyday life. Campers have strong opinions about why they camp and these opinions have 
strengthened since last year. In particular, the relaxation and stress relief campers associate with 
being outdoors have strengthened substantially since last year. 

K E Y  R E A S O N S  F O R  C A M P I N G  ( %  S t R O N G LY  A G R E E  A B O U T  C A M P I N G )
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K E Y  R E A S O N S  F O R  C A M P I N G

Why People Camp by Age
While older campers are just as likely (if not more) to strongly agree that camping is a time to relax 
and not feel like they have to be somewhere, they are less likely to feel the need to reduce stress, be 
social, physically active or blow off steam. Conversely, millennials are much more social, active and 
use camping to blow off steam.

gas Prices

Overall, more than half of all campers 
say that decreased gas prices had 
a “great deal of impact” on their 
increased camping in 2015. And in 
2014, campers were highly optimistic 
that decreased gas prices would allow 
them to camp more often, visit new 
areas and travel farther from home. 
The reality is that while actual levels of 
participation fell below expectations, 
substantial proportions of campers 
were dramatically impacted by 
decreased gas prices.

Campers are cautiously optimistic 
that decreased fuel prices will have a 
positive impact on their camping plans 
for 2016, with 4-in-10 citing at least 
some impact.
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Campers with Children
Campers are likely to assign a great deal of importance on participation by children in  
outdoor activities.

K E Y  R E A S O N S  F O R  C A M P I N G
Campers with children are most likely to associate camping with relaxation and stress reduction 
with even stronger opinions when compared to 2014. There are major increases in the proportion 
of campers with children who say that camping is a time to relax, is an escape and an affordable 
vacation option. Socialization, spending time with family and participation in activities are areas of 
greater agreement for those who camp with children.
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National parks SERVICE centennial

With the upcoming Centennial 
Celebration of the U.S. National 
Park Service in 2016, campers 
are positioned to continue to 
be supportive of these national 
treasures by not only spending 
an increasing number of nights 
camping at our national parks, but 
suggesting that the national parks 
are high on their priority list for 
camping in 2016. Indeed, more 
than half of all U.S.-based campers 
say that they intend to visit a national 
park this year, and even 1-in-7 
Canadian campers say that they 
intend to visit as well.

When asked what the national parks 
might look like in another 100 years, 
campers in general are likely to 
say that the parks will have bigger 
crowds and more visitors, though 
younger campers appear more 
optimistic about the parks overall, 
with millennials significantly more 
likely to say that the parks will have 
more acreage when compared to 
older campers.

The National Park Service is celebrating its centennial 
in 2016. When the National Park Service celebrates its 
bicentennial in 2116, do you think there will be:

B Y  E T H N I C I T Y

B Y  A g e



THE FUTURE OF  CAMPING
Summary
Camping continues to have a bright future. The results from this most recent North 
American Camping Report survey only reinforces this notion. While changing in dynamics, 
camping appears to be gaining strength in the overall North American marketplace.

In particular, the 2015 report on camping indicated that there may be an upward trend in 
the proportion of campers from different ethnic groups, and the 2016 report suggests that 
not only is there an increase in minority representation overall, but among new campers 
representation closely matches the overall population. This could represent a dramatic 
shift in how camping is not only perceived, but impacts levels of participation, opening the 
outdoors to all who seek the experience of spending time outside, away from home.

These results are also reinforced by the change from 2014 in the percentage of camper 
nights spent at public campgrounds among minority groups. All campers spent more of 
their camping nights at state and national parks, which could be a bellwether of future 
trends in camping. Past research has indicated that many of the minority groups, and in 
particular African American/Blacks, do not feel welcome at national parks, yet efforts by 
the park system to entice increased visitation may be paying dividends with increased 
visits. Additionally, intent to visit our public campgrounds is robust, with non-white 
campers now expressing a desire to visit these locations in larger numbers, which bodes 
well for not only the public facilities, but camping overall.

Millennials continue to be an important segment of the camper population, not only in 
terms of their levels of participation in camping (matching or exceeding overall population 
figures based on age), but also comprising a growing segment of campers overall. 
Millennials represent the largest segment of the U.S. population (now surpassing baby 
boomers), and appear to be enthusiastic about camping, not only for the benefits of being 
outdoors, but also as part of their social circles. Millennials are stating that camping is 
allowing them to spend quality time with friends and family, and they appear to be hooked 
on the outdoors, stating that their intentions for 2016 are to camp more at a significantly 
higher rate than older campers.

Camping is also taking hold among families at an increasingly higher rate. The most recent 
survey shows that among campers, those who camp with children is now nearing 50 
percent. This result demonstrates that families are seeking the outdoors as a viable vacation 
option at an expanding rate, well above the rate of all U.S. households. As our research has 
demonstrated, an early introduction to camping results in a more avid camper as an adult. 
By bringing their kids on their camping trips, adults are introducing a new generation to 
camping, who in the future will introduce their children to camping, thus perpetuating 
the cycle. Campers who camp with children are the quickest to recognize the benefits of 
camping and the outdoors on children, reinforcing their levels of participation (they are 
also more likely to say that they intend to camp more often in the future).  
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Forecast:  2016  Camping Season Plans
Plans for the Upcoming Year
Campers are planning more camping trips for the upcoming 2016 camping season. Indeed, fully 
3-in-10 campers plan to increase their trips in 2016 while only a minor proportion (about 1-in-20) say 
their trips will decline in 2016. While a net 9 percent of campers intended to increase trips in 2015 
(23 percent planned to increase minus the 14 percent who planned to decrease), there is a net 25 
percent increase for the coming year (31 percent plan to increase minus the 6 percent who plan to 
decrease trips).

THE YEAR AHEAD

T r i p s  P l a n n e d  f o r  2 0 1 6
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Reasons for Camping More in 2016
Among campers who intend to increase their camping trips, spending time with family and friends, 
and exploring new areas are most impactful.

Younger campers are most likely to be impacted by spending more time with friends or family 
members, as well as exploring, an increase in free time and fuel savings.

W H AT  H A S  T H E  M O S T  I M PA C T  O N  T H E  D E C I S I O N  T O  C A M P  M O R E  T H I S  Y E A R ?
( %  g r e at  d e a l  o f  i m pa c t ) 
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2016 Camping Destinations
Among U.S. campers, future camping includes national and state parks, but at a rate below what 
was observed in 2014, and includes a higher proportion of camper nights spent at state and 
national park campgrounds.

Canadian campers are overwhelmingly likely to say that they plan to visit provincial parks at a rate 
similar to 2014, though intended visits to other locations appears to be demonstrating a drop-off.

W H I C H  D E S T I N AT I O N S  D O  C A M P E R S  I N T E N D  T O  V I S I T  I N  2 0 1 6 ?
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Background
This report represents the second annual installment of a detailed reporting that will compare 
the latest iteration of the North American Camping Report to the previous results. 

The survey, commissioned by Kampgrounds of America is designed to provide a detailed 
accounting of the U.S. and Canadian camping markets including the incidence of camping 
overall, a description of who is (and is not) camping in the U.S. and Canada, how they are 
camping, what prompted them to start camping, what keeps them camping and other key 
descriptive areas such as media preferences and use of technology. 

This effort, on an overall basis will be compared to a benchmark camping incidence study 
conducted in 2012, followed up in 2014 and now for 2015.

The results presented in this, and all follow-up reports is based on a total of 2,923 surveys 
completed among a random sample of U.S. (n=2,418) and Canadian (n=505) residents. 

Within the U.S. sample of respondents, results are stratified by census region:

 Northeast (n=600)

 Midwest (n=604)

 South (n=611)

 West (n=603)

Overall, a sample of n=2,418 U.S. residents is associated with a margin of error of +/- 1.99 
percent, while a sample of n=505 Canadian residents is associated with a margin of error of +/- 
4.37 percent.

All surveys were completed online via an outbound solicitation sent to a randomly selected 
cross-section of U.S. and Canadian residents.

Camping Incidence
The sample of households from which the surveys were completed was statistically balanced to 
ensure that the results are in line with overall population figures by age, gender and ethnicity.

METHODOLOGY
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GLOSSARY
Research Terms
Baby Boomer – Born 1946 to 1964

Camping – For the purposes of this study, camping is 
defined as “any occasion when you spent at least one 
night outside of your primary residence and stayed in 
accommodations such as a tent, trailer, RV, vehicle or cabin/
cottage at a campground.”

Destination Camping – For the purposes of this report, 
destination camping is an indication of campers staying 
at a single location for a greater number of days. (Survey 
respondents were not asked questions that used the term 
“destination camping” specifically.) 

Gen X – Born 1965 to 1982

Incidence – For camping incidence, this figure is  
calculated by dividing the total number of households 
with at least one person who camps divided by the total 
number of eligible households.

Mature – Born prior to 1946

Millennial – Born 1981 to 1997

RV – Includes type A, B, or C motorhomes, travel trailers, 
fifth-wheels, pick-up campers and folding camper trailers  
(e.g., pop-ups).

Type of RVs
Fifth-Wheel Trailer – The fifth-wheel travel trailer can 
have the same amenities as the conventional travel trailer, but 
is constructed with a raised forward section that provides a 
spacious bi-level floor plan. These models are designed to 
be towed by a pick-up truck equipped with a device known 
as a fifth-wheel hitch.

Motorhome – Motorized RVs are vehicles designed as 
temporary living quarters for recreational camping, travel or 
seasonal use that are built on a motorized chassis.

Type A Motorhome  

Type B Motorhome  

Type C Motorhome 

Pick-up Camper / Truck Camper –  
The truck camper is a portable unit designed to be loaded 
onto, or affixed to, the bed or chassis of a pickup truck. The 
slide-in units are easily loaded and unloaded from the bed 
of the truck, freeing the truck’s bumper to tow boats, ATVs 
and other trailers.

Pop-up Trailer – Also known as pop-ups and  
tent trailers, folding camping trailers have canvas sides that 
extend to reveal queen size beds. The folding camping 
trailer stows away for easy, lightweight towing. 

Travel Trailer – Conventional travel trailers offer a wide 
range of floor plans, sizes and conveniences. 

 

“Types of RVs” credit: GoRVing.com 
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