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What is changing?







Demographic shifts are impacting
how and why people camp.
Accommodations for camping are
undergoing a transformation.
People are being introduced to
camping by different means.
Public health issues are impacting
attitudes toward participation in
outdoor recreation.
Campground and campsite capacity
is being strained due to these
changes.

PARTICIPATION TRENDS

14 million households camped three or more times;
37 million households camp each year resulting in an estimated
97 million household trips.

Where is the most aggressive growth in camping
coming from?






Camping incidence continues to show incremental growth overall, though
the percentage of highly avid campers is where most industry growth is
coming from.
Since 2014, it is estimated that within the U.S. there are now 3.4 million
new camper households.
Indeed, since 2014, it is estimated that growth among camper
households who take three or more trips annually has improved by 36%,
with those who take only one trip annually has dropped by 10%.
Growth in the Frequency of Camping

And campers express intent to camp even more.


Over time, more and more campers are expressing a desire to increase their
amount of camping.
 Overall, younger campers are most likely to report that they intend to increase
their camping trips (a net 47% increase) while the oldest segment of campers
demonstrate a net loss of -18 percentage points.
 There is a great deal of uncertainty among new campers, with almost 1-in-5
indicating that they are unsure whether they will camp more or less in 2017,
 It appears that there will be little drop-off among these newest campers with a
net 21 percentage point retention among new campers for 2017.

Net Increase in Intentions to Camp More Often

DEMOGRAPHICS TRENDS

Over time, incidence among non-white groups continues to increase, with
non-white campers comprising one-fourth of all campers – a rate that has
doubled since the first measurement in 2012. While overall figures are
below what would be expected based on census figures, among new
campers, incidence more closely matches what would be expected.
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There has been a net increase of 5% new campers in 2016, with 16%
starting in the past few years. Fully 4-in-10 Asian Americans and
3-in-10 African American camper households report that they have started
camping the past few years.

Currently, Millennials and GenXers are somewhat overrepresented
among all campers, which may be an indicator of a changeover in the
demographics of campers. This result is not surprising given the current
results where many campers in the older age groups are reporting that they
do not intend to camp in the coming year, while younger campers intend to
increase the amount they camp.

Over time, camping appears to be more and more of a family event, with
fully half of all campers reporting that there are children in the
household. A changing demographic that includes a larger proportion of
younger campers is also contributing to this result.

Children in HH

Younger campers are most likely to be introduced to camping by their
families while older campers report a love of the outdoors is what
sparked them to start camping.

INITIAL INTEREST IN CAMPING

Camping appears to hold a strong appeal for the teens who are
exposed to all that camping has to offer.


Camping offers teens the opportunity participate in something that they have in
common with the adults and can agree upon the benefits and emotional
connection to camping.
 As more families experience the outdoors, the more likely they are to continue
those activities and consequently, results in the increased overall incidence of
camping nationally, and in particular among families.
Teens and Camping

CAMPING TYPES

Nearly identical to 2015, 6-in-10 campers are staying in tents, with
1-in-5 reporting primary RV usage; growth in the RV industry is starting to
pay dividends among the set of new campers, with one-fourth of new
campers saying that they camped in an RV in 2016.

Accommodations Use Most Often

Two-thirds of millennials use tents compared to only 30% of older campers
(who are much more likely to stay in RVs and cabins); African Americans
and Asian American campers appear to be gravitating more toward cabins
while Hispanic campers have the strongest preferences for tent camping.

Accommodations Use Most Often

Both African American and Asian American campers are twice as
likely as whites to be introduced to camping by staying in a cabin.

ACCOMMODATIONS WHEN FIRST CAMPED

Exposure to new/different types of accommodations is becoming
more commonplace.
 Trial of new accommodations in 2016 was highest among African Americans (70%) and
Hispanics (67%); 1-in-5 Hispanic campers stayed in a luxury cabin for the first time this
past year.
 Younger campers (61% of millennials and 55% of GenXers) are most likely to try new
accommodations.
 Campers of all ages seek to have a luxury cabin experience while millennials continue to
gravitate toward a tenting experience (e.g., smaller tents for backpacking).
 Both Hispanic (33%) and African American camper households (32%) are equally likely to
want to try a luxury cabin or a motorhome.

Tried New Accommodations in 2016

Though campers continue to start their camping experiences in tents,
among new campers the rate is dropping with those introduced to
camping in cabins is twice that of campers overall.

All Campers

Accommodations When First Started Camping

New Campers

Fully 6-in-10 Millennial campers would consider shared RV
ownership with only 2-in-10 unlikely to consider this type of
arrangement.
 The likelihood to rent an RV is highest among Millennials (78%) and GenXers (77%) and
renting an RV is also more likely to influence Millennials and GenXers into camping more
often;
 More than half of African American campers and close to half of Hispanic campers say that
renting an RV would have “a great deal of influence” on the likelihood that they would camp
more often.
 The opportunity to share equipment or transportation could potentially impact three-fourths of
Millennial campers and two-thirds of GenXers.
 All non-white camper groups suggest that sharing would contribute at least somewhat to their
ability to camp more often.
Likely to Consider Sharing Transportation or Gear

Millennials tend to camp in the largest groups (among those who
camp with groups, average group size is 11) and all non-white
campers report staying in larger group sizes on the occasions
when the camp with a larger group.
 Campers who take trips with larger groups are much more likely to seek campgrounds
where everyone can stay together, even if they are staying in different types of
accommodations with a majority of Millennial and Hispanic camper households saying that
they are “much more likely” to seek campgrounds that can provide group areas for campers
with different accommodations.
 It should be noted, however, that about 4-in-10 camper households who are part of a larger
group indicate that there are occasions when campgrounds are unable to accommodate
their groups.
Likely to Choose Campgrounds That Can Accommodate Group Size & Needs

CAMPING DESTINATIONS

Campers on average devote almost 60% of their camper nights to
public lands and/or campgrounds.


These results are suggesting that a growing camper constituency will continue
to place higher demands on these lands, but also seek more lands and
campgrounds for their camping trips.



Within the different camper segments, Asian American campers spend the
greatest percentage of their camper nights on public lands/campgrounds, while
older campers and African American campers spend the least nights.



It is also worth noting that between 2015 and 2016, growth in the proportion of
nights at privately owned campgrounds increased among both Hispanic (+8
points) and African American campers (+7 points).



About half of Millennials (48%) say that they prefer public campgrounds over
privately owned campgrounds (23%).

With the exception of Hispanic campers, the desire to visit state and
national parks has increased over 2015, which may be a result of the
continued marketing efforts for these locations.

Thinking about your future travel plans, what types of destinations do you anticipate traveling to in the next year?

CAMPING AMENITIES

The importance of clean bathrooms continues to decline, though remains
the most important aspect of the stay; free Wi-Fi, being kid-friendly,
recreation and allowing pets comprise the second tier of important
attributes during a stay at a campground.
Clean and well-maintained bathhouse/restrooms
Free Wi-Fi
Is 'kid friendly’
Self-guided recreational activities
Allows pets and has a pet area
Cabins
Safety lighting
A campground store
Full Service RV sites with water, electric, sewer,
cable TV
Easy-in/easy-out pull-thru sites
Pool
On site food services
Being around other campers who have similar
interests
Uses sustainable practices
Organized recreational activities
Professional, trained staff
Exercise Room
Expanded hours of operation
Owner on site
None of these/prefer primitive camping
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Thinking about your camping experiences, which of the following would you consider the three most
important to you while staying at a campground?

While clean bathrooms are important to all campers, older campers,
being comprised of a higher proportion of RVers, place greater
importance on the type and quality of the RV sites as well as having
cabins.

Thinking about your camping experiences, which of the following would you consider the three most
important to you while staying at a campground?

Opinion is split on how technology impacts camping experiences
and among Millennials, 38% say it detracts and 36% say
technology enhances their experiences.
 Three-fourths of Millennials and two-thirds of GenXers use some type of mobile app while
camping compared to only half of Baby Boomers and one-third of Mature campers; both
Millennials (63%) and GenXers (64%) are most likely to go online once a day or more.
 The overriding factor regarding technology is that for a large bloc of campers -- including
at least 43% of Millennials -- access to technology allows them spend more time camping.
 Campers who go online to check/send emails spend on average 3 additional days
camping.

38%

34%

CAMPING BENEFITS

Over time, the benefits of camping are being much more strongly
embedded in the camper mindset; campers have strong opinions about
camping, primarily the relaxation and stress relief they associate with
being outdoors.

% STRONGLY AGREE

Consistently up from past results, campers suggest that camping has
“a great deal of impact” on reducing stress, contributing to their
emotional well-being, health improvement and leading a healthier
lifestyle.

% A GREAT DEAL OF IMPACT

WHAT DOES THIS MEAN?

What does this mean for the outdoor recreation industry?
1.
2.

3.

4.

5.

6.

Campers are changing and campgrounds owners need to consider
adapting to changing needs.
It is important to recognize and focus on understanding the
differences between “newbies” and “established” visitors since their
needs and desires are different.
“Newbies” entering into the outdoor recreation sector, require more
resources devoted to education and guidance for helping them have
a better experience.
“Established” campers are the basis for the greatest area of
continued growth, so adapting to their changing needs is important.
Understand your current and potential camper markets and tailor your
marketing strategies. Understand your markets preferences and the
benefits of camping and use in your marketing efforts.
As recapitalization of campground assets occurs, consideration
should be made of shift in product offerings and amenities to meet
changing market needs. The experience is becoming as important
than amenities.

Questions?
Type your question in the QUESTION panel
of the Control Panel.
If your question was not answered today, or if you have any
other areas of interest to discuss, please feel free to reach
out to:
Scott Bahr
207.409.0929
sbahr@cairnconsultinggroup.com
http://www.cairnconsultinggroup.com/

2018 National Outdoor Recreation Conference
Burlington, Vermont – April 23 - 26, 2018
“Outdoor Recreation Planning” now available in
print and as an eBook at sagamorepub.com

To promote, advance, and serve outdoor recreation professionals in research, planning,
management, and policy development.

Thank you!

Watch for a follow up email and survey
about this webinar.
Check out the SORP website (www.RecPro.org) for more outdoor
recreation technical resources.
Additional Webinars in This Series Include:
Webinar 2: Understanding RV Consumer and Product trends
Webinar 3: Best Practices in Cabin, Glamping and Bike Camping
Webinar 4: Best Practices in Campground Design
Webinar 5: Developing the Business Case for Your Campground

https://www.recpro.org/webinars

